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Abstract 
In the past 3 decades, China has experienced rapid economic growth. The China retail 
market reached renminbi (RMB) 29,651 billion in 2016, up by 10.4% from 2015. Using 
traditional ways that developed before the Internet era to acquire information regarding 
customers’ changing preferences for products and services in a fast-moving business 
world is insufficient to support management in the retail industry to make informed 
strategic decisions. The purpose of this multiple case study was to explore successful 
customer-centric strategies that business leaders used to improve business performance 
with marketing information acquired from social media. The population comprised 
business leaders from 5 different companies in the retail industry in Southern China who 
have successful experience in improving business performance with the marketing 
information acquired from social media. The conceptual framework for this study was 
built upon the diffusion of innovations theory. The data were collected through 
semistructured interviews, social media sites, and analyzed using Yin’s 5-step data 
analysis process for case studies to identify themes. The findings revealed 3 emergent 
themes: knowledge strategies, persuasion and decision strategies, and implementation 
strategies. The findings from the study may contribute to positive social change when 
local employment opportunities can increase through increased employee spending in 
Southern China.  
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Section 1: Foundation of the Study  
The China retailing market size reached RMB29,651 billion in 2016, up by 10.4% 
from 2015 (Ministry of Commerce of the People’s Republic of China [MOFCOM], 2017). 
Retailers could use social media as a tool for developing and maintaining relationships 
with customers, enhancing brand relationship quality, and improving business 
performance (Agnihotri, Dingus, Hu, & Krush, 2016; Hudson, Huang, Roth, & Madden, 
2016; Zhan, Sun, Wang, & Zhang, 2016). I developed a multiple case study to explore 
successful customer-centric strategies that business leaders in Southern China used to 
improve business performance with the marketing information acquired from social 
media. I used the theory of diffusion of innovations as the conceptual framework for this 
study. The findings from the study may contribute to positive social change when local 
employment opportunities can increase through increased employee spending in Southern 
China. 
Background of the Problem 
Sales organizations may yield positive results through increasing involvement in 
social media (Agnihotri et al., 2016). Customers are the most valuable asset of a firm 
(Tseng & Wu, 2014). As social media enables people to spread positive or negative word 
of mouth conveniently, consumers were more powerful than ever (Malthouse, Haenlein, 
Skiera, Wege, & Zhang, 2013). Also with the advent of the Internet, customers have 
developed fast-changing tastes and preference; retailers must, therefore, design their 
offering with the customers’ preferences in mind (Liu, Guillet, Xiao, & Law, 2014). 
Business leaders can use the marketing information acquired from social media to 
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explore consumers’ preferences and assess changing business environments (Trainor, 
Andzulis, Rapp, & Agnihotri, 2014). Ramanathan, Subramanian, and Parrott (2017) said 
that firms increasingly use social media as an information source. Firms should use the 
marketing information acquired from social media to develop specific strategies for 
different customer segments (Konuş, Neslin, & Verhoef, 2014) (Konuş et al., 2014). 
Problem Statement 
A firm invests in enhancing customer relationships using social media technology 
rarely provides direct value to a firm unless business leaders use the marketing 
information acquired from social media to increase customer satisfaction (Trainor et al., 
2014). More than 80% of global marketing and IT executives lack a clear strategy to 
implement a customer-centric innovation with the marketing information acquired from 
social media (Bear, 2015). The general business problem is that using traditional ways to 
acquire information regarding customers’ changing preferences on products and services 
in a fast-moving business world is insufficient to support management in the retail 
industry in China to make informed strategic decisions (Sheng, Hartmann, Chen, & Chen, 
2015). The specific business problem is that some business leaders lack customer-centric 
strategies to improve business performance with the marketing information acquired from 
social media. 
Purpose Statement 
The purpose of this qualitative multiple case study was to explore successful 
customer-centric strategies that business leaders use to improve business performance 
with the marketing information acquired from social media. The population comprised 
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business leaders from five different companies in the retail industry in Southern China 
who have successful experience in improving business performance with the marketing 
information acquired from social media. The findings from the study may contribute to 
positive social change when local employment opportunities can increase through 
increased employee spending in Southern China.  
Nature of the Study 
Researchers use the qualitative method to gain an understanding of personal lived 
experiences (Yin, 2014). As the intent of the study was to gain an in-depth understanding 
of business leaders’ strategy-making processes, I used the qualitative method for my 
research. Quantitative researchers use surveys to collect statistical data to closed-ended 
questions (Willig, 2013). Collecting statistical data does not fit the purpose of my study. 
Mixed methods research is a methodology that integrates quantitative and qualitative 
methods (Caruth, 2013). Since the quantitative method was not appropriate for this study, 
a combination of the qualitative and quantitative method was not appropriate.  
Narrative researchers explore an individual’s experiences from his or her 
storytelling and documents related to the participant’s life (Hancock & Algozzine, 2017). 
The intent of narrative research focuses on stories based on individuals’ life experience 
which does not fit the purpose of the study. Ethnography researchers observe, record, and 
interview participants in their specific cultural environment (Spencer, 2013). 
Phenomenology is useful for understanding life experience through the views of the 
participants (Pietkiewicz & Smith, 2014). Ethnography and phenomenological designs 
were not appropriate as the focus of the study were not based on the life experience of the 
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participants nor their cultural environment. Case study researchers develop an in-depth 
understanding of multiple cases by reviewing multiple sources of evidence to identify and 
explore patterns and themes (Yin, 2014). I employed case study design to gain an in-
depth understanding of business leaders’ strategy-making processes. 
Research Question 
What successful customer-centric strategies do business leaders in Southern 
China use to improve business performance using the information acquired from social 
media? 
Interview Questions 
1. How does your company acquire information from social media to support 
customer-centric strategies for business performance improvement?  
2. How have you selected the information acquired from social media to 
support customer-centric strategies for business performance improvement? 
3. How does your company implement customer-centric strategies for business 
performance improvement with the information acquired from social media? 
4. What are the major obstacles in implementing customer-centric strategies for 
business performance improvement with the information acquired from 
social media? 
5. How have you addressed the major obstacles when implementing customer-
centric strategies for business performance improvement with the 
information acquired from social media? 
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6. What are the strategies you adopted to maximize the benefit of implementing 
customer-centric strategies for business performance improvement with the 
information acquired from social media?  
7. What additional information would you like to share that may not have been 
addressed in the interview questions that relate to improving business 
performance using information from social media? 
Conceptual Framework 
I designed the conceptual framework for this study using the diffusion of 
innovations theory. Everett Rogers originated the diffusion of innovations theory in 1962. 
The diffusion of innovations theory provides a five-stage framework that is applicable for 
mapping the innovation processes (Boaz, Baeza, & Fraser, 2016). Innovation diffusion 
theory’s five-stage framework includes: (a) Awareness and learning in the knowledge 
stage, (b) establishing a like or dislike attitude toward an innovation ideas in the 
persuasion stage, (c) participating in activities to encourage or discourage innovation 
ideas in the decision stage, (d) putting innovation to use in the implementation stage, and 
(e) looking for correction decision at the confirmation stage (Coggio, 2015). When 
applied to this study, the diffusion of innovations theory could provide a lens for 
understanding the successful strategies that business leaders used to improve business 
performance with the marketing information acquired from social media. 
Operational Definitions 
Business performance: Business performance has two types of components which 
are financial and non-financial components (Ahmad & Zabri, 2016). Financial 
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performance indicators are measures of a company’s financial health, including share 
price, cash flow, profit, growth, and return on investment (Simon et al., 2015). 
Nonfinancial performance indicators include customer satisfaction, employee retention, 
teamwork, and safety (Simon et al., 2015). 
Customer-centric strategy: A customer-centric strategy framework includes (a) 
enhancing customer engagement opportunities, (b) acquiring and understanding opinions 
from stakeholders, (c) comparing the firm’s performance in line with customers’ 
preferences, (d) developing collaborative approaches with internal and external partners 
to resolve customers’ issues, and (e) measuring employee performance through customer-
oriented behavior (Mukerjee, 2013). The better the customer-centric performance, the 
stronger the brand performance retailers achieve (Siahtiri, O'Cass, & Ngo, 2014). 
Innovation: Innovation is an idea, practice, or object that an individual 
perceives as new (Rogers & Olaguera, 2003). Rapidly adopted innovations are having a 
relative advantage, compatibility, trialability, observability, and less complexity (Rogers 
& Olaguera, 2003). 
Marketing information: Marketing information is the information that business 
leaders use to formulate or correct marketing decisions (Barakat, Shatnawi, & Ismail, 
2016). Business leaders can use the marketing information acquired from social media to 
explore consumers’ preferences and assess changing business environments (Trainor et 
al., 2014). 
Small and Medium Enterprises (SMEs): In China, the classification of SME 
depends on the industry category in terms of the number of employees, annual revenue, 
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and total assets comprising a company. In the retail industry, a medium-sized business 
has between 51 and 300 employees; and small business has less than 50 (National Bureau 
of Statistics of the People's Republic of China [NBS], 2017a). 
Social media: Social media refers to the websites that enable people to engage 
with virtual communities through a computer or mobile device (Komodromos, 2014). 
Assumptions, Limitations, and Delimitations 
Assumptions 
Assumptions in research are the researchers’ initial beliefs about the study 
(Hancock & Algozzine, 2017). I have three assumptions in this study. The first 
assumption was that the findings from this study might contribute to business practice 
and positive social changes. The second assumption was that the responses gathered from 
participants truly reflect the participants’ experiences because the 
participants can implement the knowledge produced by this study to enhance their 
competitiveness in doing business. The third assumption was that a qualitative multiple 
case study was an appropriate method to explore strategies used by business leaders to 
improve business performance with the marketing information acquired from social 
media. 
Limitations 
Limitations are the uncontrollable factors that may affect the research results 
(Hancock & Algozzine, 2017). This study has two main limitations. First, the research 
population in this study only included business leaders of five different companies in the 
retail industry. The findings from this multiple case study cannot reach statistical 
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generalization because of the small population size. I, however, strived for reaching 
analytic generalization by comparing the results from case study to the previously 
developed theories. Second, Certain participants might find some processes of business 
decision making not appropriate for open disclosure. The Belmont Report is a historical 
document that provides the moral framework for understanding regulations in the United 
States on the use of humans in experimental research. The Belmont Report demands 
researchers to minimize the potential risk to participants (Hamel, Lantos, & Spertus, 
2014). I adopted the protocols of the Belmont Report throughout the study with integrity, 
respect, and proper data documentation.  
Delimitations 
Due to the labor-intensive and time-consuming nature of qualitative data 
collection and analysis, qualitative research tends to work with a relatively small number 
of participants (Willig, 2013). The research population included business leaders of five 
different companies in the retail industry with more than 3 years of experience in 
business performance enhancement based on marketing information acquired 
from the social media.  
Significance of the Study 
Contribution to Business Practice 
Social media and WEB 2.0 technologies enabled people to communicate with 
audiences on a mass scale. Customers become powerful and willing to voice their opinion 
(Malthouse et al., 2013). Retailers must design their offering with the customers’ 
preferences in mind (Liu et al., 2014). Leaders of an organization can use the marketing 
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information acquired from social media to develop capabilities that enable them to serve 
their customers better (Trainor et al., 2014). Leaders of organizations could increase 
profitability by using social media to improve customer communication for the purpose 
of understanding what customers think (Ming & Yazdanifard, 2014). 
Business practitioners could review and potentially use the findings of the study 
to improve business performance by using the marketing information acquired from 
social media. Business leaders in Southern China could implement knowledge produced 
by this study to develop capabilities to enable their organizations in serving their 
customers better and improving the competitiveness and survival rate of these companies. 
Implications for Social Change 
The findings from this study may contribute to positive social change through 
increased local employment opportunities following increased employee spending in 
Southern China. In addition to the rapid growth of the China retailing market, online 
retail sales in China reached RMB 5,155 billion in 2016, up by 7.1% from 2015 
(MOFCOM, 2017). Furthermore, cross-border ecommerce was the fastest growing 
market in the world, according to the Ecommerce Foundation (2015), which projected the 
market size of cross-border ecommerce could triple by 2020. Firms in Southern China 
have the potential to enhance local economy with increased business opportunities in 
China and cross-border ecommerce markets if the business leaders implement the 
knowledge gained by this study. The employment opportunities could increase through 
increasing employees’ spending in Southern China. 
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A Review of the Professional and Academic Literature 
The purpose of this qualitative multiple case study was to explore successful 
strategies that business leaders use to improve business performance with the marketing 
information acquired from social media in Southern China. The conceptual framework 
for this study was the diffusion of innovations theory. The European Commission (2014) 
suggested that six themes when studying innovation in the retail industry are: (a) 
reducing effort for customers, (b) consumers as innovation drivers, (c) business model 
innovation, (d) brand as innovation drivers, (e) education, training, and skills, and (f) 
emerging technology systems. In this section, I reviewed the literature to explore the 
ability of the successful business leaders in the retail industry to improve business 
performance with the marketing information acquired from social media. Furthermore, I 
attempted to outline the status of China’s retail industry with census data and government 
reports. The outline of this literature review is in Figure 1.  
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Figure 1. Literature review map. 
Research for this study included scholarly articles from peer-reviewed journals 
and searches in various databases, such as ABI/INFORM Collection, Business Source 
Complete, Emerald Insight, ProQuest Central, and SAGE Journals. The key search words 
included: social media, retail, customer-centric, innovation, channel strategy, pricing 
strategy, customer knowledge management, sustainability, business model, customer co-
creation, sharing economy, change management, brand, entrepreneurial orientation, 
SME, organizational learning, and big data. The literature review contained 112 peer-
reviewed resources published within 5 years of the study. In this doctoral study, the total 
number of references was 167, of which 143 (85.6%) were peer-reviewed and published 
within 5 years of expected completion of the study. 
Diffusion of Innovations 
 Innovation diffusion theory provides a 5-stage framework that includes (a) the 
knowledge stage, (b) the persuasion stage, (c) the decision stage, (d) the implementation 
stage, and (e) the confirmation stage (Coggio, 2015). In the knowledge stage, an 
innovator gains an understanding of innovation experiences (Rogers & Olaguera, 2003). 
The understanding that an innovator gains in the knowledge stage may motivate the 
innovator to acquire further knowledge to formulate their innovative ideas (Rogers & 
Olaguera, 2003). In the knowledge stage, retailers could use social media technology 
with customer-centric approaches to improve their understanding of the preferences of 
consumers and the fast-changing business environment. In the persuasion stage, a retailer 
establishes a like or dislike attitude toward innovation ideas that generated in the 
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knowledge stage. In the decision stage, a retailer participates in activities to encourage or 
discourage innovation ideas and puts innovation to use in the implementation stage. 
Finally, the decision makers may reverse an innovation if the outcome of the 
implementation stage does not fulfill managements’ expectation or the decision makers 
have found an alternative in the implementation stage. The diffusion of innovations 
theory could provide a lens for understanding the successful strategies that business 
leaders use to improve business performance with the marketing information acquired 
from social media in the retail industry in Southern China. 
China Retail Industry Overview 
Since the Chinese economic reform started in 1978, China has gone through rapid 
economic growth (Zhang, Jin, Wang, Goh, & He, 2016). The China retailing market size 
reached RMB 29,651 billion in 2016, up by 10.4% from 2015 (MOFCOM, 2017). 
According to the NBS (2017b), a total of 91,258 retail companies were providing 
services in China, and 95% of retail companies have less than 100 employees.  
Although the total market size is enormous, retailers might face different types of 
challenges and opportunities in different business sectors. First, the overall Chinese 
internet retailing market has gradually stepped into a relatively mature and stable growth 
stage from previous rapid growth since 2015 (Deloitte, 2016). The China internet 
retailing sector recorded RMB 3,880 billion in 2015, up by 33.3% from 2014 (China 
Internet Network Information Center [CNNIC], 2016). The top five internet retailing 
categories in China were apparel and footwear, daily necessities, books and audio-visual 
products, computer and communication products, and household electric appliances. 
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Deloitte suggested that rural ecommerce and cross-border ecommerce are the new growth 
points. Urban and rural retail businesses might have a different consumers’ preferences, 
business model, and logistics operation. Retailers should innovate new business models 
to deal with the changing business environment. Second, the Ecommerce Foundation 
(2015) ranked China as one of the top three countries in cross-border ecommerce. The 
Ecommerce Foundation ranked the top three countries are USA, UK, and China. In China, 
cross-border ecommerce recorded RMB 3,748 billion in 2014 (MOFCOM, 2015). The 
Ecommerce Foundation (2015) projected the global market size of cross-border 
ecommerce would triple in the next 5 years. Although Chinese retailers have an 
opportunity to grow with the market, Deloitte (2016) declared that the major challenges 
that Chinese cross-border import enterprises faced were the changing import policy of 
China government, lacking experience in cross-border supply chain management, and 
operation models’ innovation. The challenges for retailers in China in different market 
sectors came from the changing business environment from offline to online, urban to 
rural, and domestic to cross-border with changing government policies, technologies, and 
supply chains. Business leaders might use the marketing information acquired from social 
media to support their customer-centric innovation decisions to deal with the fast-
changing and challenging business environment in China.  
The organizational structure and culture could be an aid or an obstacle to the 
diffusion process of innovation of a company (Desmarchelier & Fang, 2016; Rogers & 
Olaguera, 2003). Comparing with the employees under Western culture, Chinese 
employees more tend to follow instructions from their employers and strive to maintain 
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good relationships with their peers (Huang, 2016; Li & Sun, 2015). Communicated 
through the employers and gain support from key stakeholders on the innovation ideas 
could be critical to the success of innovation diffusion in China.  
 Business leaders in the retail industry can use marketing information acquired 
from social media to explore consumers’ changing preferences on products and services 
and competitors’ changing behavior (Trainor et al., 2014). Business leaders in the retail 
industry could use the diffusion of innovation theory as a framework to explore and map 
key dimensions of implementation of the innovation ideas (Boaz et al., 2016). Using the 
diffusion of innovation framework with the marketing information acquired from social 
media, business leaders could develop an innovation plan and ask for support from their 
key stakeholders. An innovation plan with key stakeholders’ buy-in might also include 
subordinates’ buy-in as Chinese subordinates obey their superiors and strive to maintain a 
balance with peers. 
Reducing Effort for Customers 
The main aim of innovation in retail is to improve customers’ shopping 
experience (European Commission, 2014). Customers’ shopping experience positively 
affects customer satisfaction and repeat purchase intention (Pappas, Pateli, Giannakos, & 
Chrissikopoulos, 2014). Successful Retailers adopts customer-centric strategies to create 
core competencies by improving targeted customers’ quality of life. Business leaders who 
adopt an appropriate strategy could enhance their customers’ loyalty. Eventually, the core 
competencies become the organization’s competitive advantage, and hence improve the 
firm’s profitability. 
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Business leaders can use the marketing information acquired from social media to 
explore consumers’ preferences on products and services (Trainor et al., 2014). Business 
leaders can apply the marketing information acquired from social media to improve 
customers’ perceived quality of life. According to the diffusion of innovation theory, 
reducing complexity, enhancing relative advantage, and increasing trialability are the 
factors that positively affect the innovation’s diffusion (Rogers & Olaguera, 2003). 
Innovations that enhance customers’ quality of life could improve the success rate of 
innovation diffusion.  
Innovation in sales channel strategy. The factors influence customer responses 
to a vendor’s sales channel selection strategy including past customer behavior and 
channel usage (Konuş et al., 2014). Liu, Li, Peng, Lv, & Zhang (2013) investigated the 
customer behavior from 3 million transaction records in a Chinese e-commerce website 
and found that online consumers are more price-sensitive and would communicate more 
when compared to purchasers in the traditional type of business. Jang, Chang, and Chen 
(2013) indicated that the members of a retailer’s social network are more likely to 
purchase at the physical stores of the retailer. Jang et al. suggested retailers communicate 
and provide services to customers through both offline and online channels. The retailers 
who use limited communication channels may not fully engage with all potential 
customers (Rezaei & Ismail, 2014). Extending to new channels offers new opportunities 
and challenges to the retailers, including reengineering processes to handle the increasing 
complexity of operations, enhancing staff training to handle the new type of business 
channels, and developing new pricing strategies to handle customers from online and 
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offline channels.  
Retailers should have channel specific pricing strategies (Kozlenkova, Hult, Lund, 
Mena, & Kekec, 2015). With the offline channels, consumers’ purchases were based on 
experiences; with online channels, the customers’ perceived product knowledge 
influenced purchase intentions (Zeng, Dasgupta, & Weinberg, 2016). With the online 
channels, external price claims may negatively affect consumers’ purchase intentions, 
especially while the brand is new (Kukar-Kinney & Carlson, 2015). Online and offline 
consumers have different purchasing behavior. Retailers could adopt appropriate channel 
specific pricing and service strategies to customers through different channels. 
Innovation in products and services. Involving potential customers in the 
testing of concepts and prototypes as early as possible is essential to the success of 
customer-centric products and services development (Chamberlain, Esquivel, Miller, & 
Patmore, 2015). Mukerjee (2013) proposed a customer-centric framework: (a) Enhancing 
customer engagement opportunities, (b) acquiring and understanding opinions from 
stakeholders, (c) comparing the firm’s performance in line with customers’ preferences, 
(d) developing collaborative approaches with internal and external partners to resolve 
customers’ issues, and (e) measuring employee performance through customer-oriented 
behavior. Alam (2014) introduced a four-phase service development framework 
including (a) Acquiring the customer opinions via social media in the initiation phase, (b) 
communicating innovative ideas with customers during the comprehension phase, (c) 
acquiring customer feedback from trial processes during the service development phase, 
and (d) promoting the service in customers’ social network during the execution phase. 
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Business leaders could observe consumers’ changing preferences on products and 
services and competitors’ changing behaviors from the marketing information acquired 
from social media to support the customer-centric innovation strategy.  
Innovation in pricing. Hinterhuber and Liozu (2014) identified innovation in 
pricing strategies including needs-based market segmentation, pay-for-performance 
pricing, new metrics, and participative pricing. Hinterhuber and Liozu also identified 
innovation in pricing tactics including revenue management, contingent pricing, bundling, 
individualized pricing, flat fees, and psychological pricing. A company could enhance 
competitive advantages and increase customer satisfaction through innovation in pricing 
(Hinterhuber & Liozu, 2014). Companies will increase profits and customer satisfaction 
with innovative pricing if they adopt pricing strategies and tactics properly (Hinterhuber 
& Liozu, 2014). However, not all pricing strategies are adaptable for all companies. 
Company leaders should consider the pricing strategies that appropriate for their 
company. The following examples indicate how some companies might have difficulty in 
adopting value-based pricing and pay-what-you-want pricing strategies.  
Retailers use value-based pricing strategies to sell unique products at a profitable 
price (Liozu & Hinterhuber, 2013). Value-based pricing is the most desirable pricing 
approach (Dost & Geiger, 2017). Liozu and Hinterhuber (2013) said that retailers used 
value-based pricing strategies to increase customers’ willingness to pay (WTP) and 
improve the firms’ performance through the process of communicating customer value, 
understanding customers’ expectations, and aligning prices with customers’ value 
perceptions (Liozu & Hinterhuber, 2013). However, each consumer has different degrees 
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of WTP for the same product. Some companies might be able to acquire WTP 
information from customer-created content on social media. 
Pay what you want (PWYW) is a new pricing strategy that allows customers to 
set the price according to the customers’ own will (Zeng et al., 2016). Customers pay a 
right price for the products or services depending on customer satisfaction (Kunter, 2015). 
Restaurants, hotels, and museums who have well-established brand might be appropriate 
for adopting the PWYW pricing approach (Schons et al., 2014). PWYW pricing might 
not be appropriate for start-up companies who need time to establish brand awareness. 
Consumers as Innovation Drivers 
Consumers play the most important role in driving innovations in the retail sector 
(European Commission, 2014). As social media enables people to communicate with 
large audiences, consumers become powerful and willing to voice their opinion 
(Malthouse et al., 2013). Consumers have the freedom to source information, strong 
power in comparing prices and can switch service providers. Retailers and services 
providers should consider customers’ satisfaction and their overall purchasing experience 
(Oliveira & Toaldo, 2015). Retailers should design their offering with the customer’s 
preferences in mind (Liu et al., 2013). The theory of diffusion of innovation suggested 
that an innovation process often begins with the recognition of a problem (Rogers & 
Olaguera, 2003). Typically, heavy users encounter problems, think of solutions, and then 
convince others to support their innovation (Rogers & Olaguera, 2003). Social media 
could be one of many convenience platforms that the heavy users used to convince others 
to express the problem and ask for support. The challenge retailers face understanding 
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how heavy users perceive their products (Oliveira & Toaldo, 2015). Using social media 
technology with customer-centric approaches might help retailers to improve the 
understanding of the preferences of heavy users and the fast-changing business 
environment.  
Customer-centric. Retailers will find their new competitive edge from a 
customer-centric viewpoint (Heinonen, 2014). The better customer-centric performance; 
the stronger brand performance retailers achieve (Siahtiri et al., 2014). Heinonen (2014) 
suggested viewing customer relationship from a customer-centric viewpoint. From a 
customer-centric viewpoint, a business leader might view customer service differently.  
Customer activity management. Mickelsson (2013) suggested using a customer-
centric point to view of customer activities at three levels: (a) core customer activities are 
the activities that interact with the provider’s service element, (b) related activities are 
activities that the customer interacts with other providers, and (c) other activities are 
those that indirectly affect the customer experience creation (Mickelsson, 2013). 
Mickelsson (2013) declared that the related activities are invisible and uncontrollable by 
the primary service providers. However, the uncontrollable elements are the key factors 
that affect the customers’ behavior (Heinonen, 2014). A customer-centric retailer should 
view each customer’s activities on all three levels to provide customer-centric services to 
customers.  
Customer knowledge management (CKM). Knowledge management (KM) 
capabilities are critical to enable the organization in using the information gathered from 
the organization’s customer relationship management initiatives (Zhang et al., 2015). 
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Boateng (2014) declared firms could make a correct and timely decision with the support 
from CKM. Boateng suggested using social media to enable users to acquire information, 
share information, and interact with a virtual platform. For example, Starbucks used 
social media to support their customer knowledge management in the offline business 
(Chua & Banerjee, 2013). Starbucks uses Facebook, through which the company gains 
understanding of its customers' behaviors and preferences (Chua & Banerjee, 2013). 
Starbucks also invited customers to create content and evaluate ideas in their corporate 
discussion forum (Chua & Banerjee, 2013). Social media could support CKM efforts 
effectively and efficiently for offline businesses as well as online businesses. Furthermore, 
Retailers should use the CKM to manage the tacit knowledge as well as the explicit 
knowledge acquired from customer engagement.  
Tacit and explicit knowledge are the key components of knowledge (Chuang, 
Jackson, & Jiang, 2016). Explicit knowledge is the knowledge that people can directly 
convert into sentences or mathematical equations (Chuang et al., 2016). Tacit knowledge 
is part of an individual’s experiences that is subjective, hard to express in words 
(Schoenherr, Griffith, & Chandra, 2014). Almost all knowledge has tacit components 
(Chuang et al., 2016). An individual acquires tacit knowledge through observation and 
imitation (Chuang et al., 2016). A retailer may establish a competitive advantage through 
acquiring explicit and tacit knowledge in customer engagement (Schoenherr et al., 2014). 
Salespersons are a primary source of knowledge for their organizations because a 
salesperson can integrate themselves both within external networks and internal networks 
(Arnett & Wittmann, 2014). Social media is a useful tool to support the sharing of tacit 
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knowledge (Panahi, Watson, & Partridge, 2016). A retailer could acquire customers’ 
information from the social media via customers’ post content or when engaged with a 
salesperson on the retailers’ or competitors’ website. Retailers could use IT tools, such as 
content analysis software, to manage and share the tacit and explicit customer knowledge 
within the organization for business performance improvement.  
Sustainable development. Climate change has an extreme impact on the future 
of humankind (United Nations, 2015). In 2011, humankind had made an all-time high 
record of releasing carbon to the atmosphere (Boden, Marland, & Andres, 2015). 
Sustainability efforts affect consumers’ purchasing experiences, and revisiting intention 
(Chen, 2015). A customer-centric firm should place importance on supporting sustainable 
development.  
A sustainable development project may not directly enhance a firm’s financial 
performance in the short term (Williams, 2014). An investigation from Amisano (2017) 
indicated that no significant correlation between environmental responsibility and 
financial sustainability. Although sustainability did not offer reward from the cost saving, 
some high sustainability firms received an adequate return on sustainable investment in 
another way and outperformed the low-sustainability firms (Eccles, Ioannou, & Serafeim, 
2014; Lourenço, Callen, Branco, & Curto, 2014). A study from Lourenço et al. (2014) 
indicated that companies that have a higher reputation for sustainability development 
have a higher net income. Organizations receive rewards on sustainable investment from 
the better communication with stakeholders, better support from the employee, and 
stronger reputation in the market (Eccles et al., 2014; Lourenço et al., 2014). Green firms 
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maintain a strong corporate presence while introducing corporate social responsibility 
activities on the key social media platforms (Reilly & Hynan, 2014). The key success 
factors for employing strategic sustainability views in a product innovation are (a) 
considering the sustainability factors in the early stage of innovation, and (b) considering 
the sustainability factors throughout the product lifecycle and value chain (Hallstedt, 
Thompson, & Lindahl, 2013). Hence, the organization achieved a stronger corporate 
presence and stronger reputation in the market. Using social media to communicate the 
innovative ideas and activities on sustainable development could enhance the return on 
sustainable investment for an organization.  
Business Model Innovation 
The business model is as an important driver for innovation that defines how a 
firm conduct business (Bocken, de Pauw, Bakker, & van der Grinten, 2016). The key 
elements of a business model include offering value to customers, managing company’s 
resources, re-engineering the processes, and generating profit (Christensen, Bartman, & 
Van Bever, 2016). Business model innovation is a powerful way to improve 
organizations’ productivity, and drive growth in sales revenue and return on sales 
(Cucculelli & Bettinelli, 2015). Creating new businesses with the new business model is 
full of challenges, but critical to the company’s success over the long term (Christensen 
et al., 2016). A business leader might achieve a different business outcome from the same 
products through a different business model (Bocken et al., 2016). Business model 
innovation is a powerful way to improve organizations’ productivity, and drive growth in 
sales revenue and return on sales (Cucculelli & Bettinelli, 2015). Business leaders in the 
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China retailing market could achieve cost-cutting, improve efficiency, and overcome the 
organizational decline through business model innovation. Business leaders could use 
successful business model innovation strategies to achieve a successful business result 
such as customer co-creation and sharing economy.  
 Customer co-creation. Retailers could use customer co-creation strategy to 
create new products or services with a blend of ideas from direct customers (Khanagha, 
Volberda, & Oshri, 2017). Khanagha et al. (2017) declared that customer co-creation 
strategy is a source of innovativeness and competitive advantage of an organization. 
Heidenreich and Handrich (2015) conducted empirical research to investigate the 
willingness of customers to engage in customer co-creation. The study results indicated 
that a customer’s willingness on participating in co-creation showed more explanatory 
and predictive power of intention to adopt innovative technology-based services 
(Heidenreich & Handrich, 2015). Martini, Massa, and Testa (2014) introduced a 
successful customer co-creation project at a well-known, large-scale food manufacturer 
in Italy. The company received 4,000 ideas in an organized online Southern China and 
implemented the ideas based on internet votes received (Martini et al., 2014). A firm 
might use social media to communicate with customers to identify the ideas that are most 
welcome by customers. Furthermore, although customer co-creation might not generate 
value for every consumer, sustainable value co-creation might generate benefit for each 
stakeholder. Organizations could improve the sustainability progress by communicating 
with stakeholders to achieve co-creation, knowledge sharing and gain collaborative 
power for improving the sustainability progress (Scandelius & Cohen, 2016). 
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Sustainable value co-creation leads to a value enhancement for users (Lacoste, 
2016). Customers enjoy the benefit of the sustainable value co-creation to achieve the 
targeted sustainable performance via cost reduction or increased efficiency (Lacoste, 
2016). Organizations might enjoy the benefit of a sustainable value co-creation program 
from enhancing corporate image and identity, and through the program to stimulate 
interest and acquire innovative ideas for innovations (Scandelius & Cohen, 2016). For 
example, Product-Service System (PPS) provides an opportunity for sustainable value co-
creation as the concept integrates products, services, and stakeholders to create a solution 
sustainably (Arnold, 2017; Reim, Parida, & Ö rtqvist, 2015). Customer co-creation is a 
business model that provides benefit for organizations and some consumers; sustainable 
value co-creation is a business model that leads to value enhancement on the triple 
bottom lines, which is financial, social, and environmental. Therefore, an organization 
using the sustainable value co-creation strategy could earn support from stakeholders and 
the society. 
Sharing economy. Sharing economy is a new business model that enables 
consumers to share or obtain products or services on online platforms (Hamari, Sjöklint, 
& Ukkonen, 2015). A survey conducted by Hamari et al. (2015) indicated that the 
participants perceived the sharing economy positively with good comments. Kathan, 
Matzler, and Veider (2016) identified four reasons for the popularization of the sharing 
economy are (a) establishing trust via online payment systems, and the user comment on 
the social media, (b) owning and sharing a product has similar benefits, (c) increasing 
environmental sustainability, and (d) convenient location with lower cost. Services 
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providers should put effort to balancing conflict, shedding risk, and supporting customer 
to create more value (Malhotra & Van Alstyne, 2014). Sharing economy is rapidly 
growing in China (State Information Center [SIC], 2017). China’s sharing economy 
market size reached RMB3,452 billion in 2016, up by 103% from 2015 (SIC, 2017). The 
growth of sharing economy in China might change the competitive environment in the 
retail industry in China. The retailer in China should well prepare themselves to deal with 
the fast-changing business environment.  
Change management. Managing organizational change is not easy especially for 
large organizations (Worley & Mohrman, 2014). Some change management theories, 
such as Kotter’s eight-step change model, GE’s change acceleration process, Prosci’s 
ADKAR model are wildly guided organizational change management today (Pollack and 
Pollack, 2014; Tobias, 2015; Worley & Mohrman, 2014). Tobias (2015) claimed that 
regardless of the increase of studies and theories on change management in decades, 
about 70% of all change initiatives fail. However, Cândido and Santos (2015) did not 
accept the 70% failure rate and claimed that the actual failure rate is hard to determine. 
For example, Esbenshade, Vidal, Fascilla, & Ono (2016) contributed a case study on an 
organization change project in a welfare agency. The project met or exceeded initial goals 
on cost-cutting, and improving efficiency (Esbenshade et al., 2016). However, 
Esbenshade et al. (2016) indicated that the project increased the workforce stress, and 
deteriorated the client relationship. Internal customers are an important stakeholder group 
(Grace & Lo Iacono, 2015). Especially, the frontline employees’ behavior may influence 
other stakeholder groups, including external customers, external business partners, and 
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internal operation units (Plouffe, Bolander, Cote, & Hochstein, 2016). The satisfaction of 
internal and external customers should have higher priority over the factors of 
quantitative efficiency (Esbenshade et al., 2016). Managing business model change is not 
easy, it is full of risk, and the failure rate is high. A customer-centric organization could 
use social media to acquire customer preferences and expectations to establish a vision of 
the change, communicate the vision with the stakeholders, and gain support from the 
internal and external customer to reduce obstacles to organization change. 
Brands as Innovation Drivers 
Building a healthy brand enhance the advertising effect on customer equity and 
influence the customers’ purchase behavior (Mirzaei, Baumann, Johnson, & Gray, 2016). 
Building a strong brand is essential to differentiating brands from their competitors and 
ensuring competitive advantage (Moreira, Fortes, & Santiago, 2017). A brand is a 
promise to its customers of relevant and differentiated benefits (European Commission, 
2014). Therefore, keeping promises to customers is the first step in generating and 
maintaining valuable customers for the brand (Davidow, 2015). The brand relationship 
quality would influence customers’ behavioral outcome (Hudson, Roth, Madden, & 
Hudson, 2015). The perceived benefits from the association with a brand can boost 
customers’ satisfaction, generate positive word-of-mouth advertising, and build brand 
loyalty through the brand (Lee, Yen, & Hsiao, 2014). For small businesses, brand 
orientation strategy is one of the key foundations in achieving a high degree of customer-
centric performance outcomes effectively (Osakwe, 2016). Consumers are willing to pay 
a higher price for a luxury brand with higher brand equity (Kim, Natter, & Spann, 2014; 
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Siu et al., 2016). Both small retailers and luxury goods retailers could improve business 
performance by building a strong brand. Building a strong brand not only benefits 
retailers, but also the consumers. 
A well-recognized brand brings perceived benefit to the consumer, such as better 
product or service quality, better pricing, and attractive special offers (Liao, Wang, & 
Yeh, 2014). Consumers reduce perceived risk with a familiar brand (Nepomuceno, 
Laroche, & Richard, 2014). The perceived quality of a brand can improve consumers’ 
evaluations (Allameh, Khazaei Pool, Jaberi, Salehzadeh, & Asadi, 2015) and generate 
repeat purchases (Jani & Han, 2014). Strong brand relationship quality enhances 
consumer judgments regarding brand extensions (Kim, Park, & Kim, 2014). A retailer 
should place importance on creating benefits to consumers by enhancing brand quality. 
The five core drivers of brand consumption are (a) functional brand consumption, (b) 
emotional brand consumption, (c) self-oriented brand consumption, (d) social brand 
consumption, and (e) relational brand consumption (Davis, Piven, & Breazeale, 2014). A 
business leader should innovate their operation and branding strategy on all five 
consumptions to establish a strong brand.  
Social media has a significant influence on customers’ behavior, including 
emotions and attachments to brands (Hudson et al., 2015). Retailers could build customer 
loyalty while they interact between service operations, promotion, and social media 
reviews (Ramanathan et al., 2017). Some firms enhance brand relationship quality (BRQ) 
by interacting with customers on social media (Hudson et al., 2016). Consumers who 
engage with brands on social media have a greater emotional attachment to the brands 
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and generate better word of mouth of the brands (Hudson et al., 2015). Social media may 
be the only effective way to satisfy consumers’ preference on two-way interactions with 
brands (Davis et al., 2014). Many firms used social media to engage customers with their 
brands (Okazaki, Díaz-Martín, Rozano, & Menéndez-Benito, 2015). However, social 
media can either strengthen or kill a brand because social media could alter the 
customers’ brand preferences and behavior (Kohli, Suri, & Kapoor, 2015). The 
competition rules and strategic behavior of the online setting are more comprehensive 
than that of the offline setting (Nguyen, Yu, Melewar, & Chen, 2015). In the traditional 
setting, consumers evaluate store brands purchase intention with various factors including 
merchandise, services, price, and stores’ layout (Kazemi, 2014). Purchase intention is a 
significant predictor of consumers’ subsequent purchase behavior (Wang, Wu, Lin, & 
Chen, 2017). Social media strategic capability positively affects brand innovation 
(Nguyen et al., 2015). Kohli et al. (2015) suggested that the key to successful branding 
depends on how quickly companies can adopt new strategies in response to consumers’ 
preferences. Firms could make a correct and timely brand innovation decision with the 
information acquired from the customers via the social media. 
Education, Training, and Skills 
European Commission (2014) argued that new retail concepts change business 
and technological process lead to the adoption of new knowledge and skills in retail 
companies. The learning capability is the most effective dynamic capabilities to improve 
companies’ performance (Lin & Wu, 2014). The ability to learn is vital to the success of 
an organization (Taboli & Rezaeian, 2016). Learning processes could help the key 
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stakeholders release from the uncertainty of innovation (Rogers & Olaguera, 2003). The 
joint effects of globalization, rapid technological changes, and deregulation contributed to 
the relentless rise of new customer needs and business models and thereby to the growing 
volatility of the business environment (Favato & Vecchiato, 2016). Chamberlain et al. 
(2015) developed a case study to explore how British Telecommunications plc (BT) 
transformed to a customer-centric company between 2005 and 2010. Chamberlain et al. 
identified that training is critical to the success of the transformation. Chamberlain et al. 
stated that training provides alertness of competence mismatching, a study of the business 
case in the employment of the design procedure. As customers’ preference and taste are 
changing fast and the technologies are changing fast, education and training are critical to 
organizational survive in the retail industry. Business leaders in the retail industry should 
offer periodical and sufficient training to their staffs to deal with the changes.  
In the retail industry, entrepreneurial orientation could enhance the organizational 
learning capabilities and increase the market shares (Altinay, Madanoglu, De Vita, Arasli, 
& Ekinci, 2015). Alegre and Chiva (2013) investigated 182 SMEs firms in Italy and 
Spain. The investigation results from Alegre and Chiva indicated that entrepreneurial 
orientation enhances organization learning capability and innovation performance 
because the strategic orientation from entrepreneurs steers the direction of businesses by 
introducing new offering to outperform competitors. However, Altinay et al. (2015) 
argued that an entrepreneurial approach is a short-term solution that the benefit cannot 
last for long. Entrepreneurial orientation might have little direct effect on innovation 
performance unless the organization facilitated the entrepreneurial orientation with 
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organizational learning (Alegre & Chiva, 2013). According to the data from the NBS 
(2017b) the average company size of the 95% retail companies are less than 100 
employees. Small-sized enterprises might feel convenience to use entrepreneurial 
orientation to steer the direction of businesses. However, systematic organizational 
learning might be necessary while the training objectives are to learn the new knowledge 
and skills, such as using social media in customer engagement, and customer-centric 
transformation.  
Organizational learning means learning activities in an organization (Taboli & 
Rezaeian, 2016) with the objectives to improve the effectiveness and efficiency of the 
organizations’ operations through practices and reviews (Lin & Wu, 2014). Davidow 
(2015) suggested that every employee should spend a week every quarter in the 
complaint-handling department answering phones and other customer communications to 
increase the accountability of each employee (and manager) to the customer and their 
needs. In a keen competition business world, managers should be able to sense, seize, and 
manage resources to deal with the changes (Favato & Vecchiato, 2016; Lin & Wu, 2014). 
Employee education leads to a better understanding of the emotional toll a bad customer 
experience can cause the customer and can sometimes lead to epiphanies regarding 
possible solutions for the organization to prevent future problems, or for the customer to 
know how to handle the problem in the future if it occurs (Davidow, 2015). Increasingly, 
companies analyze the customers’ opinions from social media to understand customers’ 
preferences and customers comment about competitors’ offering (He, Wu, Yan, Akula, & 
Shen, 2015). A retail company could develop teaching materials for the organizational 
  31 
 
 
learning from the result of scenario analysis on the marketing information acquired from 
social media. A company could boost growth with the changing market if the company 
used the marketing information from social media to develop material for organizational 
learning.  
Using social media in organizational learning presents new challenges and 
opportunities to an organization (Zhang et al., 2015). Using social media for teaching and 
learning is a hot research topic (Rodríguez-Hoyos, Haya Salm_on, & Fern_andez-Díaz, 
2015). Because of the positive affordances of using social media for education (Manca & 
Ranieri, 2016b; Rutten, Ros, Kuijpers, & Kreijns, 2016), using social media in 
organizational learning is a growing trend (Ngai, Moon, Lam, Chin, & Tao, 2015). 
Scholars have frequently explored the pedagogical role of social media in the aspects of 
communication, collaboration, learning, and instruction in educational institutions (Ngai 
et al., 2015). A study from Manca and Ranieri (2016a) indicated that social media is 
appropriate to support the collaborative learning activity. Educators could use Twitter and 
LinkedIn to promote Southern China building and support communications among 
educators and learners (Manca & Ranieri, 2016a). Deloitte (2016) declared that the rural 
e-commerce is a new growth point of retail business in China. Retailers in China could 
use social media in organizational learning to overcome the challenges of learning need 
from a decentralized operation.  
Emerging Technology Systems  
In the retail industry, emerging technology systems refer to the system that can 
enhance retailers’ interaction with customers, and support retail innovation (European 
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Commission, 2014). More than 75% of 437 Gartner Research Circle Members companies 
invested or are going to invest in big data (Gartner, 2015). Some large retailers use big 
data to support their business decision and enhanced customer services. For example, 
Amazon, eBay, and Alibaba use personalized recommendations system to provide better 
service to their clients (Yang, & Gao, 2017). Tesco uses the big data technology to 
analyze the behavior of their 17 million customers (Donnelly, Simmons, Armstrong, & 
Fearne, 2015). However, many companies, even though they have already invested in big 
data, are not confident on the return for their investment (Gartner, 2015). In China, only 
21% of retailers have invested on big data (IBM Institute for Business Value, 2015). 
Major challenges for SMEs to use big data include capital burden, lack of expertise to 
interpret the data, and managerial models (Coleman et al., 2016; Donnelly et al., 2015). 
Retailers should consider the cost-effectiveness in adopting big data for frontline 
management (Lam, Sleep, Hennig-Thurau, Sridhar, & Saboo, 2017). In Hong Kong, half 
of the small and medium enterprise retailers did not know about big data (Hong Kong 
Productivity Council, 2016). Some online and cloud-based big data solutions, such as 
Google Analytics, Big data on Amazon web services, and IBM’s Watson Analytics might 
be easier to use and more affordable compared to the big data systems at some large 
retailers. SME retailers should place importance on the new developments of some 
inexpensive online and cloud-based big data solutions to enhance their competitiveness.  
Corporations could use social media as a tool for developing and maintaining a 
relationship with customers (Zhan et al., 2016), enhancing brand relationship quality 
(Hudson et al., 2016), and improving business performance (Agnihotri et al., 2016). Sales 
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organizations might yield positive results through increasing involvement on social media, 
as customers appreciate a timely response from salespersons (Agnihotri et al., 2016). An 
investigative result from Jang et al. (2013) indicated a relationship between consumers’ 
intention to use online information search and intention to purchase at online and 
physical stores. SME retailers might be able to get brand awareness on social media, for a 
small cost, as consumers can spread the word-of-mouth to larger groups of potential 
customers on social media (Kohli et al., 2015). An organization could enhance their 
absorptive capacity through dialogues on social media (Schlagwein & Hu, 2016). 
Frontline employees can gather unique and context-specific data on customer needs and 
problems in service delivery, and customer sentiment and preferences to improve service 
quality (Lam et al., 2017). Retailers should encourage and enable employees to engage in 
higher levels of social media activities, such as selecting and analyzing online content for 
creating new knowledge, summarizing, and synthesizing the marketing information from 
social media because engaging in higher levels of social media activities related to higher 
levels of employee creativity performance (Sigala & Chalkiti, 2015). SME retailers could 
acquire information on the customers’ changing preferences on products and services 
through the communication with customers on social media. The marketing information 
acquired from social media could support the retailers’ innovation strategy to improve 
their business performance. 
Application of Conceptual Framework 
Leaders of organizations could use the marketing information acquired from 
social media to develop specific strategies for different customer segments (Konuş et al., 
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2014), and also develop capabilities that enable the firm to serve their customers better 
(Trainor et al., 2014). However, more than 80% of global marketing and IT executives 
lack a clear strategy to implement customer-centric innovations with the marketing 
information acquired from social media (Bear, 2015). Innovation diffusion is a central 
topic in strategic management (Nelson, Earle, Howard-Grenville, Haack, & Young, 
2014). For example, Kurnia, Choudrie, Mahbubur, and Alzougool (2015) investigated 
125 Malaysian retail SMEs to examine the factors that affect the innovation on e-
commerce technology adoption. Boaz et al. (2016) conducted 95 interviews in England 
and Sweden to investigate how the diffusion of innovations model is applicable for 
mapping the critical innovation factors with services processes. Although the diffusion of 
innovations theory is useful for explaining technology transfer (Coggio, 2015), measuring 
innovation is full of challenges (Nelson et al., 2014). Nelson et al. reviewed 5,592 articles 
about innovation from academic journals. The study results indicated high error rates on 
the measurement approaches. Researchers should strive for improving the accuracy of 
measurement and place importance on investigating the disagreement between different 
measures of the same innovation phenomenon (Nelson et al., 2014). Using different 
sources of information to triangulate a research finding of the same innovation 
phenomenon will help both to confirm and to improve the precision of the data (Ritchie, 
Lewis, Nicholls, & Ormston, 2013). Using multiple cases design offers an increased 
likelihood of study replication and more persuasive findings (Marshall & Rossman, 2016). 
In this multiple case study, I triangulated multiple sources of evidence and provide my 
analysis of the participants’ responses for member checking to ensure the credibility of 
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my study. Innovation diffusion theory provides a 5-stage framework that includes (a) the 
knowledge stage, (b) the persuasion stage, (c) the decision stage, (d) the implementation 
stage, and (e) the confirmation stage (Coggio, 2015). I used the diffusion of innovations 
theory as a lens for understanding the successful strategies that business leaders use to 
improve business performance with the marketing information acquired from social 
media in Southern China.  
Knowledge stage. An innovator gain understanding of innovation experiences in 
the knowledge stage (Rogers & Olaguera, 2003). The information that acquired in the 
knowledge stage may motivate innovators to acquire further knowledge to formulate their 
innovative ideas (Rogers & Olaguera, 2003). Bayarçelik, Taşel, and Apak (2014) 
interviewed SMEs business leaders in Turkey. The investigated result indicated that the 
most important innovation criteria is management skill. The other important criteria 
include technological capability, financial factor, and firm size (Bayarçelik et al., 2014). 
The participants gave almost half of the total score on these top four criteria (Bayarçelik 
et al., 2014). The participants ranked consumer preference and culture factor as less 
important in Turkey’s SMEs. However, Storey, Cankurtaran, Papastathopoulou, and 
Hultink (2015) argued that the factors that affect service innovation are different from 
product innovation. Storey et al. (2015) contributed a meta-analysis on 92 samples from 
114 articles to identify the success factors for service innovation. Service innovation 
processes must be open and driven by customer engagement. Service firms should 
encourage and support employee engagement during development (Storey et al., 2015). 
The study from Bayarçelik et al. (2014) and Storey et al. (2015) indicated that some 
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SMEs business leaders could gain more understanding of the value of customer-centric 
innovation.  
The theory of diffusion of innovation suggested that an innovation-development 
process often begins with the recognition of a problem or a need (Rogers & Olaguera, 
2003). Typically, heavy users encounter some problems, they think of solutions and then 
convince others to support their innovation (Rogers & Olaguera, 2003). Social media 
could be one of many convenient platforms that the heavy users use to convince others to 
express the problems and ask for support. The challenge retailers face is how heavy users 
perceive their products (Oliveira & Toaldo, 2015). Retailers should design their offering 
with the customer’s preferences in mind (Liu et al., 2013). Increasingly, companies 
analyze the customers’ opinions from social media to understand customers’ preferences 
and customers comments about competitors’ offering (He et al., 2015). Frontline 
employees can also gather unique and context-specific data on customer needs and 
problems in service delivery, as well as customer sentiment and preferences to improve 
service quality (Lam et al., 2017). The key to successful branding depends on how 
quickly companies can adopt new strategies in response to consumers’ preferences (Kohli 
et al., 2015). In the knowledge stage, retailers could use social media technology with 
customer-centric approaches to improve their understanding of the preferences of 
consumers and the fast-changing business environment.  
Persuasion & decision stage. According to the diffusion of innovation theory, 
reducing complexity, enhancing relative advantage, and increasing trialability are the 
factors that positively affect the innovation’s diffusion (Rogers & Olaguera, 2003). 
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Innovations with a high relative advantage have a shorter innovation-decision period and 
a higher rate of adoption (Rogers & Olaguera, 2003). Evanschitzky, Iyer, Pillai, Kenning, 
& Schütte (2015) investigated innovation diffusion strategy from a supermarket chain in 
Germany. Evanschitzky et al. interviewed 940 participants including shoppers, 
consumers, and non-users. The study results indicated that a successful innovation must 
provide benefits to consumers as well as retailers. Another study from Reynolds and 
Hristov (2015) also indicated that the top two measures of innovation in the retail 
industry are financial factors and non-financial factors, such as brand tracking, customer 
satisfaction, and the number of new products. Reynolds and Hristov conducted in-depth 
interviews with 46 retail executives and 11 non-retail executives. The investigation result 
indicated that the business leaders in the retailer industry strive to deliver better 
customer-oriented offers, a higher speed to market, and a more effective organization 
(Reynolds & Hristov, 2015). In the retail industry, a customer-oriented innovation idea 
that provides benefits to consumers and retailers could positively affect the innovation’s 
diffusion. 
The main aim of innovation at the retail front-end is to improve customers’ 
shopping experience (European Commission, 2014). Retailers adopted different strategies 
to create different core competencies by improving customer’s quality of life from 
different perspectives. For example, retailers could use the marketing information 
acquired from social media to develop specific strategies for innovation in channel 
strategy (Konuş et al., 2014), innovation in products and services (Mukerjee, 2013), and 
innovation in pricing (Hinterhuber & Liozu, 2014). Customer-centric retailers could use 
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“improving customer’s quality of life” as a criterion to make their innovation-decision. 
Implementation stage. According to the diffusion of innovation theory, 
implementation stage is full of challenges, especially while the implementers and the 
decision makers are different people (Rogers & Olaguera, 2003). In the retail industry, 
new retail concepts change business and technological process that lead to the adoption 
of new knowledge and skills in retail companies (European Commission, 2014). Business 
model innovation is a powerful way to improve organizations’ productivity, and drives 
growth in sales revenue and return on sales (Cucculelli & Bettinelli, 2015). For example, 
some business leaders use successful business model innovation strategies to achieve a 
successful business result such as customer co-creation (Khanagha et al., 2017; Lacoste, 
2016) and sharing economy (Hamari et al., 2015; Kathan et al., 2016). However, creating 
new businesses with the new business model is always full of challenges and the failure 
rate is high (Christensen et al., 2016). The diffusion of innovation theory stated that 
learning processes could help the key stakeholders feel relieved from the uncertainty of 
innovation (Rogers & Olaguera, 2003). In the implementation stage, the change agents 
should provide sufficient information and guidance to the people who begin to use the 
innovation (Rogers & Olaguera, 2003). In the retail industry, entrepreneurial orientation 
could enhance the organizational learning capabilities and increase the market shares 
(Altinay et al., 2015). However, entrepreneurial orientation might have little direct effect 
on innovation performance unless the organization facilitates the entrepreneurial 
orientation with organizational learning (Alegre & Chiva, 2013). A systematic 
organizational learning might be necessary while the training objectives are to learn the 
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new knowledge and skills, such as using social media in customer engagement, and 
customer-centric transformation. 
Confirmation stage. The diffusion of innovation theory states that the decision-
making unit might reinforce, or reverse an innovation to avoid or reduce the state of 
dissonance (Rogers & Olaguera, 2003). For example, the decision makers may reverse an 
innovation if the outcome from the implementation stage does not fulfill managements’ 
expectation or the decision makers have found an alternative in the implementation stage 
(Rogers & Olaguera, 2003). Many scholars conducted studies on evaluating innovation 
with economic performance (Reynolds & Hristov, 2015). For example, Mattsson and 
Orfila‐Sintes (2014) conducted a survey in Spain to identify the relationship between the 
type of innovations that affect occupancy and the profitability of the hotels. However, 
Reynolds and Hristov (2015) argued that financial indicators, such as share price, cash 
flow, profit, growth, and return on investment are less suitable for immediately 
evaluating innovation in the fast-changing retail industry because the financial data takes 
time to collect, reconcile, and analyze. (Reynolds & Hristov, 2015). Reynolds and 
Hristov (2015) interviewed 46 retail executives and 11 non-retail executives. The 
investigation result indicated that leaders in the retail industry often use short-term and 
easy to acquire indicators to measure innovation (Reynolds & Hristov, 2015). With the 
advent of the Internet, customers have developed fast-changing taste and preference (Liu 
et al., 2014). How quickly a company can adopt new strategies in response to consumers’ 
preferences is vital to a retailer’s survival (Kohli et al., 2015). Retailers could use quick 
and easy way to acquire indicators to evaluate new strategies in response to consumers’ 
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preferences. 
Consumers and brands are the major innovation drivers in the retail sector 
(European Commission, 2014). Siahtiri et al. (2014) conducted an online survey and 
received responses from 140 senior managers from multiple industry sectors. The survey 
results indicated that the better customer-centric performance; the stronger brand 
performance retailers achieve (Siahtiri et al., 2014). Retailers might be able to get brand 
awareness on social media, as consumers can spread the word-of-mouth to larger groups 
of potential customers on social media (Kohli et al., 2015). Jang et al. (2013) conducted 
an online survey in Taiwan. The investigation result indicated a positive relationship 
between consumers’ intention to use online information search and intention to purchase 
at online and physical stores (Jang et al., 2013). The perceived benefits from the 
association with a brand can boost customers’ satisfaction and generate positive word-of-
mouth advertising, and build brand loyalty through the brand Southern China (Lee et al., 
2014). Retailers could evaluate their innovation outcome from the consumers and brands 
perspective to support their confirmation decisions. Retailers could also use some quick 
indicators such as positive word-of-mouth on social media to evaluate an innovation in 
the confirmation stage. Furthermore, frontline employees can also gather unique and 
context-specific data on customer needs and problems in service delivery. As a result, 
business leaders are able to detect customer sentiment and preferences to improve service 
quality (Lam et al., 2017). Collecting customers’ feedback on innovation from frontline 
employees is also a good source of information to support business leaders’ confirmation 
decisions. 
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Summary. In this study, I used the diffusion of innovations theory as a lens for 
understanding the successful strategies that business leaders use to improve business 
performance with the marketing information acquired from social media in Southern 
China. I explored (a) how the participants recognize problems or needs in the knowledge 
stage, (b) how the decision makers consider the value of an innovative idea in the 
persuasion and decision stage, (c) how the business leaders overcome obstacles in the 
implementation stage, and (d) how the company evaluates an innovation result in the 
confirmation stage. The business practitioners could review and potentially use the 
findings of this study to develop their customer-centric innovation strategies and develop 
capabilities that enable the firm to serve their customers better with the marketing 
information acquired from social media. 
Transition  
The purpose of this qualitative multiple case study was to explore successful 
strategies that business leaders use to improve business performance with the marketing 
information acquired from social media in Southern China. The population comprised 
business leaders from five different companies in the retail industry in Southern China 
who have successful experience in improving business performance with the marketing 
information acquired from social media. The business practitioners could review and 
potentially use the research result to improve business performance by using the 
marketing information acquired from social media. The result of this study may impact 
positive social change when the local employment opportunities can increase through 
increased employee spending in Southern China. 
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I provided an overview of the multiple case study on Section 2 including the 
purpose of the study, my role in this study, the research method and design, the data 
collection process and technique, and the reliability and validity of this study. I provided 
analysis and present the findings, applications, and implication for social change in 
Section 3. 
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Section 2: The Project 
Section 2 is an in-depth review of the project. The intent of this multiple case 
study is to develop an understanding of successful strategies business leaders use to 
improve performance with the marketing information acquired from social media in the 
retailing industry. I strived for credibility during each key step of this multiple case study, 
including the purpose of the study, my role in this study, the research method and design, 
the data collection process and technique, and reliability and validity.  
Purpose Statement 
The purpose of this qualitative multiple case study was to explore successful 
strategies that business leaders use to improve business performance with the marketing 
information acquired from social media. The population was business leaders from five 
different companies in the retail industry in Southern China who have successful 
experiences in improving business performance with the marketing information acquired 
from social media. The findings from this study may contribute to positive social change 
through increased local employment opportunities following increased employee 
spending in Southern China. 
Role of the Researcher 
In case study research, researchers have the responsibility to provide an accurate 
and detailed account of the case and participate in selecting cases, selecting collection 
and analysis methods, the explaining role of theory and ethics (Willig, 2013). In a 
semistructured interview setting, case study researchers should be flexible enough to 
interact with participants and encourage them to express their experiences freely 
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(Hancock & Algozzine, 2017). The population comprised business leaders from five 
different companies in the retail industry in Southern China who have successful 
experience in improving business performance with the marketing information acquired 
from social media. I interacted with participants through semistructured face-to-face 
interviews. During the interview process, researchers act as a facilitator to enable the 
interviewee to talk about their experiences and express their thoughts, feelings, and views 
(Ritchie et al., 2013). My previous experiences in corporate training and consultation 
services in the retail industry helped me in facilitating the participants to express their 
experiences and views. The Belmont Report mandates researchers consider the nature, 
probability, and magnitude of risk to judge if the study harms or benefits (Hamel et al., 
2014). I adopted the protocols of the Belmont Report throughout the study with integrity, 
respect, and proper documentation.  
Grossoehme (2014) emphasized the importance of articulating biases in research 
because qualitative investigators may, directly and indirectly, interact with participants 
and influence the data. Researchers could enhance the reliability of research through 
prolonged engagement, dependability audits, triangulation, peer debriefing, and member 
checking (Hancock & Algozzine, 2017). Yin (2014) suggested including four sections in 
an interview protocol: An overview of the case study, data collection procedures, data 
collection question, and a guide for the case study report. I used the four sections for my 
interview protocol as a guide to increase the reliability of this study (see Appendix A). 
Participants 
Rigby and Bilodeau (2015) conducted a cross-country survey and received 
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completed responses from 1,067 international executives. The study result indicated that 
the participants ranked revenue growth their top priority, followed by increased 
profitability and cost-cutting. Rigby and Bilodeau said that the participants cited revenue 
growth as their main goal twice as often as other priorities. The eligibility criteria for my 
study participants were that they were business leaders with more than 3 years experience 
in improving business performance with the marketing information acquired from social 
media, they achieved significant improvement in terms of revenue or profitability, they 
focused on the retail industry, and their businesses were located in Southern China.  
Researchers can use the purposive sampling method to recruit initial samples with 
snowball sampling and ask the initial participants to nominate other eligible participants 
(Gyarmathy, Johnston, Caplinskiene, Caplinskas, & Latkin, 2014). I used snowball 
sampling to recruit participants. I asked the initial contributors to nominate other eligible 
participants. I assessed the qualification of the potential participants using the eligibility 
criteria and established trustworthiness with the interview protocol. 
Research Method and Design  
Research Method 
The objective of this study was to explore successful strategies that business 
leaders use to improve business performance with the marketing information acquired 
from social media. Researchers use the qualitative method to explore characteristics of 
participants to gain a detailed exploration and understanding of the central themes 
(Ritchie et al., 2013). Qualitative researchers gain an in-depth understanding of complex 
issues through direct contact with participants in their natural environment (Yin, 2014). 
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Qualitative methods are suitable to study decision-making processes (Groeneveld, 
Tummers, Bronkhorst, Ashikali, & van Thiel, 2015). As the intent of the study was to 
gain an in-depth understanding of business leaders’ strategy-making processes, I used the 
qualitative method for my research. Quantitative researchers use surveys to collect 
statistical data to closed-ended questions (Willig, 2013). Quantitative researchers identify 
a statistically representative sample of a population that helps to either supports or refute 
the theory and identify the relationships or differences among the variables (Caruth, 
2013). Collecting statistical data does not fit the purpose of my study. Since the 
quantitative method was not appropriate for this study, a combination of the qualitative 
and quantitative method was not appropriate. 
Research Design 
The strategy to ensure trustworthiness of a qualitative study starts by choosing the 
most appropriate data collection method to answer the research questions (Elo et al., 
2014). I considered four research designs for this qualitative study: case study, narrative, 
ethnography, and phenomenology. The multiple case study design is the most applicable 
for this study. Case study researchers develop an in-depth understanding of a case from 
participants within a real-life context to explore patterns of particular situations (Yin, 
2014). Using different sources of information to triangulate research will help both to 
confirm and to improve the precision of the data (Ritchie et al., 2013). Using the multiple 
case design offers an increased likelihood of study replication (Marshall & Rossman, 
2016). In this study, I employed the multiple case study design to gain an in-depth 
understanding of the successful strategies that business leaders used to improve business 
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performance with the marketing information acquired from social media. The other three 
designs, narrative, ethnography, and phenomenology were not applicable for this study. 
Narrative researchers explore an individual’s experiences from the individual’s 
storytelling and the documents related to the participant’s life (Hancock & Algozzine, 
2017). The intent of narrative research focuses on stories based on individuals’ life 
experience, which does not fit the purpose of the study. Ethnography researchers observe, 
record, and interview participants’ activities to describe participants in their natural 
culture (Spencer, 2013). Phenomenology is useful for understanding life experience 
through the views of the participants (Pietkiewicz & Smith, 2014). Ethnography and 
phenomenological designs were not appropriate as the focus of the study was not based 
on the life experience of the participants nor their cultural environment. The multiple case 
study design was most suitable for this study. 
Population and Sampling 
Qualitative researchers use non-probability samples for selecting the population to 
reflect particular features of groups within the sampled population for study (Ritchie et al., 
2013). Due to the time-consuming and labor-intensive nature of qualitative data 
collection and analysis, qualitative research tends to work with relatively small numbers 
of participants (Willig, 2013). Researchers observe the population’s characteristics and 
select samples that are well suited to small-scale, in-depth studies (Ritchie et al., 2013). 
In this study, I employed multiple case study design to gain an in-depth understanding of 
the successful strategies that business leaders used to improve business performance with 
the marketing information acquired from social media. I used the snowball sampling 
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design to recruit participants. I asked the initial participants to nominate other eligible 
participants.  
Qualitative researchers could reach data saturation by asking multiple participants 
the same set of interview questions (Fusch & Ness, 2015). I interviewed the business 
leaders from five different companies in the retail industry in Southern China who have 
successful experience in improving business performance with the marketing information 
acquired from social media. Fusch and Ness (2015) suggested that researchers might 
identify data saturation when the data is sufficient to replicate the research, and obtaining 
new data is infeasible. Fusch and Ness suggested researchers use data triangulation to 
ensure data saturation. I triangulated the information collected from multiple cases and 
used the criteria suggested by Fusch and Ness to determine when the data collection 
process met data saturation.  
The eligibility criteria for my study participants included (a) business leaders with 
more than 3 years experience in improving business performance with the marketing 
information acquired from social media, (b) achieved significant improvement in revenue 
or profitability, (c) focused on the retail industry, and (d) businesses located in Southern 
China. The role of a researcher in an interview acts as a facilitator to enable the 
interviewee to talk about personal experiences and to express thoughts, feelings, and 
views (Ritchie et al., 2013). The physical environment of the interview setting influences 
communication (Stanyon, Griffiths, Thomas, & Gordon, 2016). I conducted the 
semistructured interviews in a private room at the participants' office and expected the 
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interview to last approximately an hour. Interviews were audio-recorded and confidential 
on transcription. Recruitment for participants ceased when data saturation was achieved. 
Ethical Research 
A researcher has an obligation to follow all ethical and legal requirements 
(Hancock & Algozzine, 2017). The Belmont Report is a historical document that 
provides the moral framework for understanding regulations in the United States on the 
use of humans in experimental research. I adopted the protocols of the Belmont Report 
throughout the study with integrity, respect, and proper data documentation. I also 
secured approval by Walden University’s Institutional Review Board to ensure I followed 
ethical research principles. The approval number for this study is 02-16-18-0597122. I 
started my data collection process after I received my IRB approval. The three basic 
ethical principles for research involving human subjects are respect for persons, 
beneficence, and justice (U.S. Department of Health & Human Service [HHS], 1979). 
Respect for Persons 
To achieve the ethical principles of respect for person, researchers should treat a 
participant as a person who has own thought and behaves at own will (HHS, 1979). The 
purpose of this qualitative multiple case study was to explore successful customer-centric 
strategies that business leaders use to improve business performance with the marketing 
information acquired from social media. My participants were business leaders with more 
than 3 years of experience in improving business performance. I used the purposeful 
sampling method and did not include protected classes.  
Researchers should achieve respect for person (HHS, 1979). Through the process 
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of informed consent, researchers should provide participants an opportunity to choose 
what they like to happen to them. I sent potential participants an initial email and a 
follow-up phone call to introduce the participants the purpose of investigation and invited 
them for an interview. I went over the consent form with the participants and ensured that 
the participants understand the objective of the study. I also explained the interview 
procedures and issues related to confidentiality in the interview, and the potential risks 
and benefits. I ensured the participants understand the voluntary nature of the interview 
that they have the right to withdraw from the interview at any time. I requested each 
participant to sign the consent form to confirm their understanding. I closely followed the 
guidance from my interview protocol to achieve the ethical principle of respect for each 
person. 
Beneficence 
Researchers have an obligation to take beneficent actions to maximize possible 
benefits and minimize the potential harm in an investigation (HHS, 1979). The Belmont 
Report demands researchers to consider the nature, probability, and magnitude of the risk 
involved to judge if the probability of harms or benefits is reasonable (Hamel et al., 2014). 
Researchers have the responsibility to assess the risks and benefits systematically (HHS, 
1979). I maximized the benefits for the participants and the society by contributing to the 
business practice and implication to social change. I followed the interview protocol (see 
Appendix A) to minimize the potential harm during the investigation. 
I maximized the benefits by striving for the best research quality so that the 
findings from this study could contribute to positive social changes when the local 
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employment opportunities can increase through increased employee spending in Southern 
China. The business practitioners can review and potentially use the findings of this study 
to improve business performance by using the marketing information acquired from 
social media. Therefore, I maximized the benefits to the participants and society by 
making a contribution to the business practice and social change.  
I followed the interview protocol (see Appendix A) to minimize any potential 
harm of the investigation. Ritchie et al. (2013) suggested keeping confidentiality of the 
participants. I used codes to replace real names to protect the identities of the 
participants’ so that no comment can be linked to any individuals or companies. 
Moreover, I kept data secure by using a password with encryption, accessible only to me. 
I adhered to the ethical principle of taking actions to maximize possible benefits and 
reduce any potential harm to participants. 
Fairness 
In the Belmont report, justice refers to fairness in distribution (HHS, 1979). I 
ensured each interview followed the same interview protocol with the same set of data 
collection questions. The interview protocol provided me guidance to treat each 
participant equally. Marshall and Rossman (2016) stated that providing a monetary 
incentive to participants may have a negative effect on the study. Therefore, no 
participant received compensation in this study. 
Data Collection Instruments 
In qualitative studies, researchers are the primary instrument of data collection 
(Hancock & Algozzine, 2017; Ritchie et al., 2013; Yin, 2014). Investigators describe, 
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analyze, and evaluate a case to gain an in-depth understanding of the case (Hancock & 
Algozzine, 2017). Qualitative researchers also use interviews, focus groups, observations, 
and a review of existing documents as data collection instruments (Hancock & Algozzine, 
2017). As the primary instrument of data collection, I followed the interview protocol 
(see Appendix A) and conducted member checking with participants to ensure my 
analysis is accurate. 
Grossoehme (2014) emphasized the importance of articulating the biases in 
research because qualitative investigators may, directly and indirectly, interact with 
participants and influence the data. Researchers could enhance the reliability of research 
through prolonged engagement, dependability audit, triangulation, peer debriefing, and 
member checking (Hancock & Algozzine, 2017). Yin (2014) also suggested including 
four sections in a protocol (a) an overview of the case study, (b) data collection 
procedures, (c) data collection question, and (d) a guide for the case study report. I used 
these four sections for an interview protocol as a guide to increase the reliability of this 
study (see Appendix A). 
Data Collection Technique 
Qualitative researchers are the primary instrument of data collection (Hancock & 
Algozzine, 2017). In a semistructured interview setting, case study researchers should be 
flexible to interact with participants’ responses (Hancock & Algozzine, 2017). The role 
of a researcher in an interview acts as a facilitator to enable the interviewee to talk about 
personal experiences and to express thoughts, feelings, and views (Ritchie et al., 2013). I 
collected the lived experiences through semistructured face-to-face interviews with 
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participants, who were business leaders from the retail industry in Southern China. 
The physical environment of the interview setting influences communication 
(Stanyon et al., 2016). For example, noise may affect the quality of the data collection 
(Marshall & Rossman, 2016). I conducted the semistructured interviews in a private room 
at the participants' office to minimize the interruptions. However, I also conducted 
interviews on telephone or Internet phone subject to the constraints, such as the 
interviewees’ convenience or geographical distance. Using audio-recording in an 
interview allows the researcher to focus on listening and interacting to the participant 
(Ritchie et al., 2013). I captured the interviews by audio-recording. After the interview, I 
transcribed the interview content and provided my analysis of the participants’ responses 
for member checking to assess the validity of my data analyses.  
Using multiple sources of information to triangulate a research finding will help 
to improve the precision of the data (Ritchie et al., 2013). Case study researchers use 
multiple sources of evidence to identify and explore patterns or the themes (Yin, 2014). I 
used multiple sources of evidence including interview transcripts, official website, and 
social media sites such as WeChat, Taobao, and JD.com to gain an in-depth 
understanding of the strategies that business leaders used to improve business 
performance with the marketing information acquired from social media.  
Data Organization Technique 
Researchers may increase the reliability of a case study through organizing and 
documenting the collected data (Yin, 2014). The sources collected from participants are 
usually disorderly and discursive (Ritchie et al., 2013). Case study researchers should 
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create a case study database to orderly compile the data before analyzing the data (Yin, 
2014). I converted all evidence to an electronic format and kept all data in a password 
protected cloud storage with data encryption to keep the data confidential. I also created a 
database to keep all the resources with coding and log. I coded the sources with the 
correct date, location, information of the source, and correlated the data to the research 
questions and themes with the knowledge that I acquired from the literature review and 
data collection process. Using codes in place of names on all data also serves to minimize 
the risk to the participants as stated in the interview protocol (see Appendix A). I was 
responsible for all data organization process, and the data were only accessible to me. I 
will keep all raw data for 5 years, after completion of the study, and shred or erase all 
data by the end of that period. 
Data Analysis 
Qualitative researchers gain an in-depth understanding of a case through 
describing, analyzing, and evaluating the case (Hancock & Algozzine, 2017). 
Researchers depend on the availability of rich, appropriate, and well-saturated data to 
pursue the trustworthiness of content analysis results. The data analysis is a continuous 
and iterative process in three main phases: preparation, organization, and reporting (Elo 
et al., 2014). In the preparation phases, researchers identify the trustworthiness of the data 
collection method, making sense of the data, and selecting the unit of analysis (Elo et al., 
2014). The organization phase includes coding, creating categories, and abstraction (Elo 
et al., 2014); while in the reporting phase, researchers should describe the content and 
structure of concepts created by content analysis in a clear and understandable way (Elo 
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et al., 2014). I provided an overview of my data analysis process of the three main phases 
below. 
Preparation Phase 
Data collection method. Case study researchers develop an in-depth 
understanding of multiple cases review of sources of evidence to identify and explore 
patterns of the themes (Yin, 2014). Using multiple case study design offers an increased 
likelihood of study replication and more persuasive findings (Marshall & Rossman, 2016). 
In this study, I employed multiple case study design to acquire information to gain an in-
depth understanding of the successful strategies that business leaders used to improve 
business performance with the marketing information acquired from social media. In a 
semistructured interview setting, case study researchers should be flexible to interact with 
participants’ responses and encourage participants to express their experiences freely 
(Hancock & Algozzine, 2017). Therefore, I interacted with participants through 
semistructured face-to-face interviews. 
The unit of analysis. Qualitative researchers use non-probability samples for 
selecting the population to reflect particular features of groups within the sampled 
population for study (Ritchie et al., 2013). Qualitative researchers could reach data 
saturation by asking multiple participants the same set of interview questions (Fusch & 
Ness, 2015). In this study, I interviewed the business leaders from five different 
companies in the retail industry in Southern China who have successful experience in 
improving business performance with the marketing information acquired from social 
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media. I used the snowball sampling design to recruit participants and the recruitment for 
participants ceased when data saturation was achieved. 
Making sense of the data. Grossoehme (2014) emphasized the importance of 
articulating the biases in research because qualitative investigators may directly and 
indirectly interact with participants and influence the data. Using different sources of 
information to triangulate a research finding will help to confirm and to improve the 
precision of the data (Ritchie et al., 2013). Fusch and Ness (2015) suggested researchers 
use data triangulation to ensure data saturation. I triangulated the information collected 
from multiple cases and documents review and used the criteria suggested by Fusch and 
Ness to determine when the data collection process meets data saturation. After the 
interview, I provided participants with my analysis of their responses for member 
checking purposes to assess the validity of my research.  
Organization Phase 
Coding. Case study researchers should create a case study database to compile 
data in an orderly fashion before analyzing the data (Yin, 2014). I created a database to 
keep all source with coding and log. I coded the sources with the corresponding dates, 
locations, and relevant information about the sources, and correlated the data to the 
research questions with the knowledge that I acquired from the literature review. I also 
used codes in the place of names on all data to minimize the risk to the participants.  
Creating categories and abstraction. In a content analysis process, case study 
researchers are mainly focused on capturing, interpreting, and discovering meanings in 
the source (Ritchie et al., 2013). Researchers could examine the source to construct 
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answers to the research questions, then categorize the answers into themes (Hancock & 
Algozzine, 2017). A case study researcher analyzes and organizes the raw data to identify 
meaningful findings (Hancock & Algozzine, 2017). A researcher should continue the 
grouping to identify any similarities and differences between categories (Elo et al., 2014). 
Case study researchers should seek to identify themes or categories of behavior and 
events rather than to document similarities and differences (Hancock & Algozzine, 2017). 
This process continues until themes that are well supported by all available information 
emerge (Hancock & Algozzine, 2017). I examined the source that I coded in the 
organization phase to construct answers to my research questions and categorized the 
answers into themes with the knowledge that I acquired from the literature review. I 
developed new themes for the separate and distinct categories of findings. I also 
continued the grouping and analysis process until themes emerge that are well supported 
by all available information and reflect the purpose of the research.  
Reporting Phase 
A researcher should allow readers to draw their own conclusions regarding the 
trustworthiness of the results (Elo et al., 2014). Therefore, a researcher should 
systematically and carefully reflect on the literature related to the research topics 
(Hancock & Algozzine, 2017) and the relationship between the results and original data 
in the report (Elo et al., 2014). In the reporting phase of a case study research, the 
researcher should conduct a continual review of information obtained to identify the 
answers to the research questions. Therefore, the data analysis is a continuous and 
iterative process in three main phases: preparation, organization, and reporting (Elo et al., 
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2014). I used the analysis result from the organization phase to construct my research 
report systematically and carefully. I also went back to the preparation or organization 
phase when necessary.  
Reliability and Validity 
Trustworthiness is the main requirement of all qualitative research analysis 
commencing with the data collection to the conclusion drawn from the results (Henriksen, 
Polonyi, Bornsheuer-Boswell, Greger, & Watts, 2015). The strategy to ensure 
trustworthiness of a qualitative study starts by choosing the most appropriate data 
collection method to answer the research questions (Elo et al., 2014). Researchers depend 
on the availability of rich, appropriate, and well-saturated data to pursue the 
trustworthiness of content analysis results. Reliability and validity are the two important 
criteria for improving trustworthiness (Grossoehme, 2014).  
Reliability 
Dependability refers to the consistency of findings across time and among 
researchers (Hays, Wood, Dahl, & Kirk‐Jenkins, 2016). Thus, similar findings would be 
expected among researchers and across studies. Researchers could enhance the reliability 
of research through prolonged engagement, dependability audit, triangulation, peer 
debriefing, and member checking (Hancock & Algozzine, 2017). Researchers should 
spend sufficient time in case study sites to gain full understanding of the phenomena 
(Houghton, Casey, Shaw, & Murphy, 2013). Researchers should triangulate data from 
multiple sources in the same topic to improve the precision of the data (Ritchie et al., 
2013); and use member checking to ensure the analysis of the participants’ interview 
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responses are accurate (Hancock & Algozzine, 2017; Willig, 2013). I facilitated the 
process in which the participants can express their experiences and views in the interview 
which was audio-recorded. After the interview, I transcribed the interview content and 
kept the transcription confidential. I also triangulated multiple sources of evidence 
including interview transcripts, official website, and social media sites such as WeChat, 
Taobao, and JD.com to create a deeper understanding of the data. Finally, I provided my 
analysis of the participants’ responses for member checking to ensure the credibility of 
my study. Furthermore, I arranged a follow-up interview if I needed further information 
to confirm my understanding of the participant’s answer.  
Validity 
Credibility. Researchers should demonstrate credibility by conducting the 
investigation in a believable manner (Houghton et al., 2013). Credibility refers to the 
overall believability of a study (Hays et al., 2016). Researchers should provide a trustable 
investigation result that is correct, true to the participants’ meaning, and without 
researchers’ bias (Henriksen et al., 2015). Researchers should continually examine the 
validity in each step of the study including sampling, phenomena capturing, labeling, 
interpretation, and reporting (Ritchie et al., 2013). I strived for reaching credibility in 
each step of my study. In the preparation phase of a study, using multiple cases design 
offers an increased likelihood of study replication and more persuasive findings 
(Marshall & Rossman, 2016). Researchers could use different sources of information to 
triangulate a research finding to improve the precision of the data (Ritchie et al., 2013) 
and use member checking to verify if the analysis result makes sense to the participants 
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(Grossoehme, 2014). That explains why I employed multiple cases study design in this 
study. After the interview, I transcribed the interview content, triangulated with the 
various sources, and provided my analysis of the participants’ responses for member 
checking. In the organization phase, researchers could use thematic analysis strategy to 
explore the data when constructing answers to the research questions, then categorize the 
answers into themes (Hancock & Algozzine, 2017). Researchers should continue the 
thematic analysis process until themes that are well supported by all available 
information emerge (Hancock & Algozzine, 2017). I used the thematic analysis strategy 
to explore the data that I have coded in the organization phase to construct answers to my 
research question and categorized the answers into themes with the knowledge that I have 
acquired from the literature review.  
In the reporting phase, a researcher should systematically and carefully reflect on 
the literature related to the research topics (Hancock & Algozzine, 2017) and should also 
reflect on the relationship between the results and original data in the report (Elo et al., 
2014). I used the analysis from the organization phase to construct my study findings 
systematically and carefully. I also went back to the data collection phase when necessary. 
In each step of this study, I conducted the investigation in a believable manner to achieve 
credibility. 
Transferability. The objective of achieving transferability in a case study is to 
ensure other investigators can arrive at the same conclusions while repeating the same 
investigation on the same case with the same procedures (Yin, 2014). A researcher can 
enhance the transferability of a case study with case study protocol (Yin, 2014) and keep 
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the research decisions in a research diary (Grossoehme, 2014). With a research diary, 
other investigators could understand the rationale behind the original researchers’ 
decision-making process (Grossoehme, 2014). I ensured each interview followed the 
same interview protocols with the same set of data collection questions. I adopted the 
protocols throughout the study with integrity, respect, and proper data documentation so 
that other investigators may repeat the same investigation on the same case with the same 
procedures. Furthermore, I kept a research diary so that another investigator may 
understand my decision process in each key step. With the protocol and research diary, 
other investigators may be able to arrive at the same conclusions while repeating the 
same investigation on the same case. 
Confirmability. In a qualitative study, confirmability relates to the accurate 
reflections of participants’ viewpoints without researchers’ views interfering with the 
findings (Hays et al., 2016). In an interview process, researchers act as a facilitator to 
enable the interviewees to talk about their experiences and to express their thoughts, 
feelings, and views (Ritchie et al., 2013). Qualitative investigators should articulate the 
biases in research because researchers may directly and indirectly interact with 
participants and influence the data (Grossoehme, 2014). Researchers could enhance 
confirmability of the study by using strategies of triangulation and the audit trail. (Morse, 
Lowery, & Steury, 2014). Using different sources of information to triangulate a research 
finding will help to improve the precision of the data (Ritchie et al., 2013). Researchers 
could achieve confirmability by using an audit trail to outline the decisions made 
throughout the research process to provide a rationale for the methodological and 
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interpretative judgments of the research (Houghton et al., 2013). I used multiple sources 
of evidence including interview transcripts, official website, and social media sites such 
as WeChat, Taoboa, and JD.com to triangulate the research findings. Furthermore, I 
categorized the answers into themes with the knowledge that I have acquired from the 
literature review and conceptual framework. I also kept an audit trail in my research diary 
to record my decision process and rationale to achieve confirmability.  
Data Saturation. Reaching data saturation is critical to the validity of research 
(Fusch, & Ness, 2015). Galvin (2014) defines saturation as the point at which no new 
relevant information is forthcoming even if researchers interview more people in the 
process. Researchers might identify data saturation when the data is sufficient to replicate 
the research, and obtaining new data is infeasible (Fusch & Ness, 2015). That explains 
why I continued the grouping and analysis process until themes emerge that are well 
supported by all available information and they reflected the purpose of the research. I 
used the analysis results to construct my findings systematically and carefully. I went 
back to the data collection and analysis phase until no new relevant information is 
forthcoming to reach saturation. 
Transition and Summary 
In Section 2, I provided an overview of the multiple case study including the 
purpose of the study, my role in this study, the research method and design, the data 
collection process and technique, and the reliability and validity of this study. I recruited 
participants with snowball sampling method and collect the data through semistructured 
face-to-face interviews. I also secured approval by the Walden’s Institutional Review 
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Board to ensure the ethical research principles are being followed. I adopted the protocols 
of the Belmont Report throughout the study with integrity, respect, and proper data 
documentation. Finally, I presented the method I used to address the issue of reliability 
and validity. I provided analysis and present the findings, applications, and implication 
for social change in Section 3. 
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Section 3: Application to Professional Practice and Implications for Change 
Introduction 
Section 3 includes the findings of the study. This section contains an introduction, 
presentation of the findings, applications to professional practice, implications for social 
change, recommendations for action, recommendations for further study, and reflections. 
I provided a summary and conclusion of the study by the end of this section.  
Introduction 
The purpose of this qualitative multiple case study was to explore successful 
strategies that business leaders used to improve business performance with the marketing 
information acquired from social media. I collected the lived experiences through 
semistructured interviews. Participants were business leaders from five different 
companies in the retail industry in Southern China. They all have successful experience 
in improving business performance by acquiring marketing marketing information from 
social media.  
Case study researchers use various sources of evidence to identify and explore 
patterns or themes (Yin, 2014). Using different sources of information to triangulate 
research findings will help both to confirm and improve the precision of the data (Ritchie 
et al., 2013). I used multiple sources of evidence including interview transcripts, official 
website, and social media sites such as WeChat, Taoboa, and JD.com to gain an in-depth 
understanding of the strategies that these business leaders used to improve business 
performance with the marketing information acquired from social media. I used NVivo 
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11 qualitative analysis software for coding and identified seven core emergent themes, 
which I grouped into three main themes.  
I used the diffusion of innovations theory as a lens for understanding strategies 
that business leaders used to improve business performance with the marketing 
information acquired from social media in Southern China. The business practitioners can 
review and potentially use the findings of this study to develop their customer-centric 
innovation strategies in each innovation stage and develop capabilities that enable firms 
to better serve their customers. 
Presentation of the Findings 
The research question for this study was: What successful customer-centric 
strategies do business leaders in Southern China use to improve business performance 
using the marketing information acquired from social media? Leaders of organizations 
could use the marketing information acquired from social media to develop specific 
strategies for different customer segments (Konuş et al., 2014) and develop capabilities 
that enable the firm to serve their customers better (Trainor et al., 2014). I collected the 
lived experiences through semistructured interviews. Participants were business leaders 
from five different companies in the retail industry in Southern China who have 
successful experience in improving business performance using the marketing 
information acquired from social media. Using the interview protocol (see Appendix A), 
I met data saturation after five interviews which included two participants who had less 
than 100 employees, one participant who had more than 500 employees, and two 
participants from large-sized companies with parent companies on the 2017 Fortune 500 
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list. The major business areas of the participants are banking services, nonalcoholic 
beverage, small home appliances, wealth management services, and educational products. 
Using multiple sources of information to triangulate research findings will help 
both to confirm and improve the precision of the data (Ritchie et al., 2013). I used 
multiple sources of evidence including interview transcripts, official website, and social 
media sites such as WeChat, Taoboa, and JD.com to gain an in-depth understanding of 
the strategies that business leaders used to improve business performance with the 
marketing information acquired from social media. Case study researchers analyze and 
organize raw data to identify meaningful findings (Hancock & Algozzine, 2017). During 
the content analysis process, researchers could use the thematic analysis strategy that 
analyze the collected information to construct answers to the research questions, then 
categorize the answers into themes (Hancock & Algozzine, 2017). I used the thematic 
analysis strategy to analyze the collected information to construct answers to my research 
question and categorize the answers into themes with the knowledge that I acquired from 
the literature review. I identified seven core emergent themes, which I grouped into three 
main themes (see Table 1). 
Table 1 
The Frequency of Main Themes 
Theme N % of frequency of occurrence 
Knowledge Strategies 39 48.75% 
Persuasion and decision strategies 11 13.75% 
Implementation strategies 30 37.50% 
Note. n = frequency   
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Emergent Theme 1: Knowledge Strategies 
An innovator gain understanding of innovation experiences in the knowledge 
stage (Rogers & Olaguera, 2003). The information that acquired in the knowledge stage 
may motivate innovators to acquire further knowledge to formulate their innovative ideas 
(Rogers & Olaguera, 2003). However, using social media to acquire marketing 
information regarding customers’ changing preferences on products and services might 
support management in the retail industry to make informed strategic decisions (Sheng et 
al., 2015). Increasingly, companies analyze customer opinions from social media to 
understand their preferences (He et al., 2015). 
Although social media is a popular tool for interacting with the public and 
learning about consumer concerns (Alexander, 2014), the credibility of the information 
accessed through social media is lower than traditional information sources (Allcott & 
Gentzkow, 2017). Participants stated that ensuring the credibility of messages is one of 
the key success strategies that business leaders used in acquiring information from social 
media. The credibility of a message can be measured by the believable, reliable, and 
trustworthy of the message (Appelman & Sundar, 2016). The participants in this study 
used customer-generated content with multiple communication channel strategies to 
enhance the trustworthy of the marketing information acquired from social media.  
Customer generated content. Social media users are difficult to judge on 
information veracity (Allcott & Gentzkow, 2017). Furthermore, social media postings 
often lack authors background information for the users to ensure trust on the message 
(Flanagin, Metzger, Pure, Markov, & Hartsell, 2014). All participants expressed the 
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importance regarding the trustworthy of the marketing information acquired from social 
media. P4 mentioned that some posted contents on social media might contain excessive 
packaging, bias, and over exaggeration. P4 noted that some social media content authors 
might use a sensational approach to package a fictional story as real experience. P1 
confirmed P4’s statement and noted that she hesitated to make business decisions based 
on the opinions of anonymous authors who lack association with any traceable identity in 
the physical world. Allcott and Gentzkow (2017) indicated that fake information on 
social media makes people more difficult to figure out the true state of the world.  
Each participant noted that acquiring customer-generated content from the 
appropriate social media platforms is a successful strategy in enhancing the message 
credibility. P3 declared that some social media platforms, such as WeChat and Weibo 
required users to register with their mobile phone number to ensure each user has a 
unique user identity (ID). Some social media platforms, such as WeChat offer special 
services for enterprise users who registered with business registration documents so that 
the platform can verify the identity of the enterprise user. For example, the special 
services that WeChat offers for enterprise users include allowing the enterprise users 
push feed to their own subscribers and to retrieve customer generated content within the 
enterprise’s account on a mass scale. As each user has a unique user ID, both the 
consumers and vendors were easier to build trust with each other. All participants 
declared that they mainly use this type of social media platforms to acquire customer 
generated contents to support their customer-centric innovation decisions. Consumers 
play the most important role as being innovation drivers in the retail sector (European 
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Commission, 2014). Retailers should design their offering with the customer’s 
preferences in mind (Liu et al., 2013). 
Some social media platforms, such as WeChat offers special functions to facilitate 
enterprise users to provide e-services to subscribed customers. Participants provided 
various types of e-services on this type of platform. Participants’ company provided 
services on social media include e-banking, e-learning, e-procurement, and e-calendar of 
promotional events. P1 offered various types of e-banking services on social media, 
including e-payment, e-statement, e-credit card services, and various e-personal banking 
services. P1 indicated that if a customer used the banking services on social media, P1 
could associate the client’s social media ID with the bank’s internal record. P1 
commented that the client generated content is reliable and valuable. P1 has the 
confidence to use this type of information to support her customer-centric innovation-
decision. User-generated content has important practical implications for a marketer 
(Schivinski, & Dabrowski, 2016). Managers have paid increasing attention to consumers’ 
self-generated content because of its significant impact on product sales (Tang, Fang, & 
Wang, 2014).  
Multiple communication channel strategies. Jang et al. (2013) suggested 
retailers communicate and provide services to customers through both offline and online 
channels. The retailers who use limited communication channels may not fully engage 
with all potential customers (Rezaei & Ismail, 2014). Participants noted that they used 
both online and offline channels for customer engagement. P2, P4, and P5 used social 
media to attract potential customers to participate in their offline customer activities, such 
  70 
 
 
as product seminars, roadshow, and factory tours. They acquired explicit and tacit 
knowledge in customer engagement by their frontline staffs. Tacit and explicit knowledge 
are the key components of knowledge (Chuang et al., 2016). A firm may establish a 
competitive advantage through acquiring explicit and tacit knowledge in customer 
engagement (Schoenherr et al., 2014). Frontline employees can gather unique and 
context-specific data on customer needs and problems in service delivery (Lam et al., 
2017). When promotions interact well with service operations, the level of customer 
satisfaction is significantly affected (Ramanathan et al., 2017). 
P2 and P3 use multiple sources of information to generate aggregated statistical 
analysis report to support their business decisions. P2 collected and analyzed the 
collected information through the public affairs and communications department. The 
public affairs and communications department collects customers’ feedback on social 
media and triangulate the information collected from offline channels. P3 confirmed P2’s 
statement on the importance of aggregated statistical analysis. P3 used a big data analysis 
system to analyze the customer’s opinions from multiple communication channels and 
provides aggregated statistical analysis reports for each business unit. Big data 
technology is a useful tool for analyzing the customers’ behavior (Donnelly et al., 2015). 
Using different sources of information to triangulate a research finding will help to 
confirm and to improve the precision of the data (Ritchie et al., 2013). With the 
information collected from multiple communication channels, managers can work with 
cross-functional team members to employ tactics that foster service innovation 
(Rosenbaum, Otalora, & Ramírez, 2017). 
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P1 used a deep learning system (DL) to analyze customers’ behaviors. The system 
recorded customer journeys on customers' online operation through various channels 
including the social media and the official websites. P1 noted that the DL system 
collected comprehensive information from the multi-channel of multi-product lines. 
Analysis of customer journeys enhances customer service providers’ interactions by 
improving the customer experience associated with each touchpoint (Rosenbaum et al., 
2017). Customer journey mapping is an increasingly popular strategic management tool 
praised by both academics and practitioners for its usefulness in understanding an 
organization’s customer experiences (Rosenbaum et al., 2017). 
Table 2 
The frequency of Themes for the Acquire Information Strategies 
Theme N % of frequency of occurrence 
Customer generated content 24 61.54% 
Multiple communication 
channel strategies 
15 
38.46% 
Note. n = frequency   
Emergent Theme 2: Persuasion and Decision Strategies 
The theory of diffusion of innovation suggested that an innovation process often 
begins with the recognition of a problem or a need (Rogers & Olaguera, 2003). The key 
to successful branding depends on how quickly a company can adopt new strategies in 
response to consumers’ preferences (Kohli et al., 2015). The major challenges in the 
innovation strategies formulating process are (a) their entrepreneurial orientation and 
innovativeness, (b) their flexibility, (c) their adaptability, (d) their inter-departmental 
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interactivity, and (e) their relationships with local community and other stakeholders 
(Leonidou, Christodoulides, Kyrgidou, & Palihawadana, 2017).  
Formulate customer-centric innovation. All participants noted that their 
business leaders and experts of each business section are responsible for formulating the 
customer-centric business strategies. P5 stated that her expert team, including product 
experts, marketing experts, communication experts, and customer relationship 
management experts analyzed the customers’ need to formulate the customer-centric 
business strategies. P1 mentioned that their deep learning system consolidated the 
information into a decision tree for the business leaders and subject matter experts to 
formulate the customer-centric innovation plan. P1 mentioned that the senior managers 
might amend the plan based on the company's policy and previous experiences. 
Comparing with the employees under Western culture, Chinese employees more tend to 
follow instructions from their employers and strive to maintain good relationships with 
their peers (Huang, 2016; Li & Sun, 2015). An innovation plan with key stakeholders’ 
buy-in might also have the subordinates’ buy-in as Chinese subordinates obey their 
superiors and strive to maintain a balance with peers. 
Key stakeholders’ support. Managing change is not easy especially for large 
organizations (Worley & Mohrman, 2014). Tobias (2015) claimed that about 70% of all 
change initiatives fail. Implementation stage is full of challenges, especially while the 
implementers and the decision makers are different people (Rogers & Olaguera, 2003). 
Regardless of initial support, controversy and resistance always make change project 
initiatives fail (Andersson, 2015). However, all participants indicated that they have no 
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obstacles in implementing customer-centric strategies for business performance 
improvement with the marketing information acquired from social media. They received 
strong support from all key stakeholders. P1 stated that the record of customers’ activities 
on social media represents the customer’s own desire. The data are more convincing than 
what was based on their experiences only. P3 uses a big data analysis system to analyze 
the customer’s opinions from multiple communication channels and provides aggregated 
statistical analysis reports for each business unit. P3 stated that they never encountered 
obstacles from customer-centric innovation projects. P3’s company adheres to customer-
centric corporate culture. Once the big data system identified an area that needs to be 
improved, his colleagues will take all necessary actions to satisfy the customers. Internal 
customers are an important stakeholder group (Grace & Lo Iacono, 2015). The 
satisfaction of internal and external customers should have higher priority over the factors 
of quantitative efficiency (Esbenshade et al., 2016). A customer-centric organization 
could acquire customer preferences and expectations to gain support from the internal 
and external customers to reduce obstacles to organization change. 
Table 3 
The frequency of Themes for the Persuasion and Decision Strategies 
Theme N % of frequency of occurrence 
Formulate customer-centric 
innovation 
4 
36.36% 
Key stakeholder's support 11 63.64% 
Note. n = frequency   
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Emergent Theme 3: Implementation & Confirmation Strategies 
According to the diffusion of innovation theory, reducing complexity, enhancing 
relative advantage, and increasing trialability are the factors that positively affect the 
innovation’s diffusion (Rogers & Olaguera, 2003). In the retail industry, new retail 
concepts change business and technological process that lead to the adoption of new 
knowledge and skills in retail companies (European Commission, 2014). Business model 
innovation is a powerful way to improve an organization’s productivity, and drives 
growth in sales revenue and return on sales (Cucculelli & Bettinelli, 2015). The diffusion 
of innovation theory also states that the decision-making unit might reinforce, or reverse 
an innovation to avoid or reduce the state of dissonance (Rogers & Olaguera, 2003). 
Innovation drivers. Consumers play the most important role in driving 
innovations in the retail sector (European Commission, 2014). P5 mentioned that the 
world is changing fast and competition is keen. She must find new ways to deal with the 
change and competition. P4 confirmed P1’s statement that there had been earth-shaking 
changes in the technologies of social media and e-commerce. Using a traditional way that 
developed before the internet era to do business is no longer applicable. P2 declared that 
the popularity of mobile internet makes everything changed, including the way how to 
work, the way how to learn, and the way of the daily communication. P2 applied social 
media for internal and external communication. With the advent of the internet, 
customers have developed fast-changing tastes and preferences; retailers must, therefore, 
design their offering with the customer’s preferences in mind (Liu et al., 2014). How 
  75 
 
 
quickly a company can adopt new strategies in response to consumers’ changing 
preferences on products and services is vital to a retailer’s survival (Kohli et al., 2015). 
Customer-centric innovation. Consumers play the most important role as being 
innovation drivers in the retail sector (European Commission, 2014). The investment in 
enhancing customer relationships using social media technology rarely provides direct 
value to a firm unless business leaders use the marketing information acquired from 
social media to increase customer satisfaction (Trainor et al., 2014). The business leaders 
in the retailer industry strive to improve customer-centric offers, speed to market, and 
organization effectiveness (Reynolds & Hristov, 2015). Each participant introduced their 
successful experience in customer-centric innovation. P1 and P4 introduced their 
experience on innovation on marketing strategies. P3 and P2 introduced their experience 
on product innovation. P5 introduced her innovation on operation management. Retailers 
should design their offering with the customer’s preferences in mind (Liu et al., 2013). 
Improved customer-centric performance creates a strong brand performance for retailers 
(Siahtiri et al., 2014). 
Confirmation strategy. The diffusion of innovation theory states that the 
decision-making unit might reinforce or reverse an innovation to avoid or reduce the state 
of dissonance in the confirmation stage (Rogers & Olaguera, 2003). Each participant 
declared that they gained significant improvement in business performance from 
customer-centric innovation. For example, P2 and P3 successfully improved their brand 
awareness, P2 and P4 successfully expanded her market coverage and business network, 
and P4 and P5 have successfully increased the revenue. Successful innovation must 
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provide benefits to consumers as well as retailers (Evanschitzky et al., 2015). Although 
all participants gained significant improvement in business performance from their 
customer-centric innovation, they mainly used non-financial performance indicators to 
evaluate their customer-centric innovation. Non-financial performance indicators include 
customer satisfaction, employee retention, and teamwork (Simon et al., 2015). Retailers 
might be able to get brand awareness on social media, as consumers can spread the word-
of-mouth to larger groups of potential customers on social media (Kohli et al., 2015). The 
customers’ feedback from social media is one of the indicators. P2, P4, and P5 used 
attendance of the marketing event as another indicator. They also collected customers’ 
feedback from frontline employees to evaluate the innovation result. Financial indicators, 
such as share price, cash flow, profit, and growth are less suitable for immediately 
evaluating innovation in the fast-changing retail industry because the financial data takes 
time to collect, reconcile, and analyze (Reynolds & Hristov, 2015). Business leaders are 
able to detect customer sentiment and preferences to improve service quality (Lam et al., 
2017). The customers feedback on innovation collected by frontline employees can be a 
good source of information to support business leaders’ confirmation decisions. 
In the implementation stage, the change agents should provide sufficient 
information and guidance to the people who implement innovation (Rogers & Olaguera, 
2003). Participants noted that learning is a key success strategy when implementing 
customer-centric innovation. P2 used an e-learning platform to provide learning services 
for internal customers and public on the social media. They developed 90 training videos. 
Each video only lasts for 10-15 minutes so that their staffs can learn about social media at 
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their leisure. P5 stated that her company offered daily staff training. They have a half 
hour internal training section every day. The training topics included entrepreneurial 
orientation, company culture, and professional skills. P3 also stated that cultivating a 
positive company culture was critical to their success. In the retail industry, the business 
leaders could use entrepreneurial orientation and systematic organizational learning to 
enhance the organizational learning capabilities and increase the market shares (Altinay 
et al., 2015). The diffusion of innovation theory stated that learning processes could help 
the key stakeholders feel relieved from the uncertainty of innovation (Rogers & Olaguera, 
2003).  
Table 4 
The frequency of Themes for the Implementation and confirmation strategies 
Theme N % of frequency of occurrence 
Innovation drivers 11 36.67% 
Customer-centric Innovation 9 30.00% 
Confirmation strategy 10 33.33% 
Note. n = frequency   
Applications to Professional Practice 
With the advent of the internet, customers have developed fast-changing tastes 
and preferences; retailers must, therefore, design their offering with the customer’s 
preferences in mind (Liu et al., 2014). Leaders of an organization can use the marketing 
information acquired from social media to develop capabilities that better serve 
customers (Trainor et al., 2014). Sales organizations may generate more revenue by 
improving customer communication for the purpose of understanding what customers 
think (Ming & Yazdanifard, 2014).  
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Business leaders of the retail industry in Southern China may review and 
potentially use the findings of this study to improve business performance by using the 
marketing information acquired from social media. Innovation diffusion theory provides 
a 5-stage framework that includes (a) the knowledge stage, (b) the persuasion stage, (c) 
the decision stage, (d) the implementation stage, and (e) the confirmation stage (Coggio, 
2015). In the knowledge stage, business leaders may pay attention to consumers’ self-
generated content because of its significant impact on product sales (Tang et al., 2014). 
Furthermore, the business leaders also may use multiple sources, including online and 
offline from customer engagements to triangulate the acquired knowledge to improve the 
precision of the information (Ritchie et al., 2013).  
In the persuasion and decision stage, business leaders and experts play a critical 
role because of Chinese place importance on hierarchy and interpersonal harmony (Li & 
Sun, 2015). A customer-centric organization could use social media to acquire customer 
preferences and expectations to establish a vision of the change, communicate the vision 
to stakeholders, and gain support from internal and external customer; to reducing 
obstacles to organization change. In the implementation stage, business leaders in the 
retailer industry strive to deliver customer preferred offers, at a higher speed to market, 
through a more effective organization (Reynolds & Hristov, 2015).  
Financial indicators, such as share price, cash flow, profit, and growth are less 
suitable for immediately evaluating innovation in the fast-changing retail industry 
because the financial data takes time to collect, reconcile, and analyze (Reynolds & 
Hristov, 2015). Business leaders could use non-financial performance indicators to 
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evaluate the innovation (Simon et al., 2015). Furthermore, business leaders could use 
entrepreneurial orientation and systematic organizational learning to enhance capabilities 
and increase market share (Altinay et al., 2015). Business leaders in Southern China 
could implement the information produced by this study to improve capabilities and 
competitiveness. 
Implications for Social Change 
This study explored successful customer-centric strategies that business leaders 
use to improve business performance with the marketing information acquired from 
social media in Southern China. Retailers may find their new competitive edge from a 
customer-centric perspective (Heinonen, 2014). Improved customer-centric performance 
creates a strong brand performance for retailers (Siahtiri et al., 2014). Retailers could use 
social media as a tool for developing and maintaining a relationship with customers, 
enhancing brand relationship quality, and improving business performance (Agnihotri et 
al., 2016; Hudson et al., 2016; Zhan et al., 2016). Using social media technology with 
customer-centric approaches might help retailers to improve their understanding of 
customer preferences by heavy users in a fast-changing business environment.  
I designed the conceptual framework for this study with the diffusion of 
innovations theory. The 5-stage framework is applicable for mapping the innovation 
processes (Boaz et al., 2016). Business practitioners could review and use the findings of 
this study to refine customer-centric innovation strategies to develop capabilities that 
enable their firm to serve customers better with the marketing information acquired from 
social media. Hence, some firms in the retail market in Southern China have the potential 
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to enhance Southern China economy through economic growth. The findings from this 
study may contribute to positive social change through local employment opportunities 
and increased employee spending in Southern China.  
Recommendations for Action 
Using traditional ways that developed before the internet era to acquire marketing 
information on the customers’ changing preferences on products and services in a fast-
moving business world is insufficient to support management in the retail industry to 
make informed strategic decisions (Sheng et al., 2015). Increasingly, companies analyze 
the customers’ opinions from social media to understand customers’ preferences and 
customers’ comments (He et al., 2015). Firms should use the marketing information 
acquired from social media to develop specific strategies for different customer segments 
(Konuş et al., 2014). The components that affect the success of innovation are 
contextually environment given the characteristics of innovations and innovators 
(Wejnert, 2002). The dimensions of culture also affect innovation diffusion patterns in 
different markets (Desmarchelier & Fang, 2016).  
By considering the four recommendations; business leaders in the retail industry 
in Southern China may be able to improve business performance through customer-
centric innovation and the marketing information acquired from social media. Firstly, 
message credibility is a critical area of communication research (Appelman & Sundar, 
2016). Business leaders may enhance message credibility by analyzing customer-
generated content with potential organizational improvements. Secondly, comparing with 
the employees under Western culture, Chinese employees more tend to follow 
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instructions from their employers and strive to maintain good relationships with their 
peers (Huang, 2016; Li & Sun, 2015). Strong support for an innovative idea from key 
stakeholders and all other internal and external customers could be critical to the success 
of innovation diffusion for these retailers. Thirdly, financial indicators, such as share 
price, cash flow, profit, and growth are less suitable for immediately evaluating 
innovation in the fast-changing retail industry (Reynolds & Hristov, 2015). Business 
leaders could use non-financial performance indicators, such as customer satisfaction, 
employee retention, teamwork, and safety to evaluate the effectiveness of innovations 
(Simon et al., 2015). Fourthly, educating key stakeholders may relieve the uncertainty of 
innovation (Rogers & Olaguera, 2003). Systematic organizational learning coupled with 
training objectives may lead to new knowledge and skills. 
The business practitioners in the retail industry in Southern China might use the 
results from this study to improve business performance with customer-centric innovation. 
I will disseminate the result of this study through social media, business journals, and e-
conferences. I may circulate the result of this study in my training courses and 
consultation services. 
Recommendations for Further Research 
Qualitative researchers use purposeful sampling, instead of statistical analysis 
techniques (Palinkas et al., 2015). The findings from this multiple case study 
cannot reach statistical generalization because of the small population size. Researchers 
could use the finding of this study to conduct quantitative studies to investigate a larger 
sample size of participants in the retail industry in Southern China.  
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The dimensions of culture may affect innovation diffusion patterns in different 
markets (Desmarchelier & Fang, 2016). Various factors, such as the industry and 
environmental pressure affected the diffusion of innovation (Kurnia et al., 2015). 
Therefore, the successful experience of innovation in a country might not be able to 
replicate in another industry. Researchers could further investigate successful customer-
centric strategies that business leaders use in other industries or geographical locations. 
Reflections 
Prior to beginning this study, I was not sure if I could recruit sufficient 
participants within a reasonable timeframe. Research data indicated that social media is a 
popular advertising tool in China. However, I did not find any data indicating that 
acquiring marketing information from social media to support customer-centric 
innovation is popular in China. Furthermore, the average company size of 95% of 
companies was less than 100 employees (NBS, 2017b). Many SME may have challenges 
using social media to support customer-centric innovation due to lack of capital, lack of 
expertise to interpret the data, and conflicting models (Coleman et al., 2016; Donnelly et 
al., 2015). More importantly, if using social media to support customer-centric innovation 
is not feasible for smaller sized companies in China, my study might not be able to 
contribute a reasonable social change in the retail markets in Southern China.  
The recruitment process was not as difficult as what I had predicted. The 
participants from various size companies were willing to support my study because the 
participants anticipated they implement the knowledge produced by this study to enhance 
their competitiveness. In this study, I met data saturation after five interviews which 
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included two participants who had less than 100 employees, one participant who had 
more than 500 employees, and two participants from large-sized companies with parent 
companies on the 2017 Fortune 500 list. The findings of this study indicated that the 
participants from smaller size companies do not have public affairs and communications 
department to collect and analyze data.  
The collected information and they do not have big data and AI tools to generate 
aggregated statistical analysis report to support their business decisions. However, the 
business leaders from small-sized companies can acquire information from social media 
to support customer-centric innovation through the interaction with customers on social 
media. Small-sized retailers may use the 5-stage framework to review their innovation 
processes. Small-sized firms in the retail market in Southern China have the potential to 
enhance their Southern China economy with increased employment.  
Conclusion 
With the advent of the internet, customers have developed fast-changing 
preferences; retailers must, therefore, design their offering with customer orientation (Liu 
et al., 2014). Leaders of an organization can use the marketing information acquired from 
social media to develop capabilities to address potential improvement opportunities 
(Trainor et al., 2014). A customer-centric organization could use social media to acquire 
customer preferences and expectations to establish a vision of the change, communicate 
the vision with the stakeholders, and gain support from the internal and external customer 
to reduce obstacles to organization change. More effective communication through sales 
organizations may result in greater total sales due to a better understanding of customer 
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preferences. (Ming & Yazdanifard, 2014). Improved customer-centric performance 
creates a strong brand performance for retailers (Siahtiri et al., 2014).  
In this study, I used the diffusion of innovations theory as a lens for understanding 
the successful strategies that business leaders use to improve business performance 
through marketing information acquired from social media. I explored (a) how the 
participants recognized problems or needs in the knowledge stage, (b) how the decision 
makers considered the value of an innovative idea in the persuasion and decision stage, (c) 
how the business leaders overcame obstacles in the implementation stage, and (d) how 
the company evaluated an innovation result in the confirmation stage. Business 
practitioners could use the findings of this study to develop their own customer-centric 
innovation strategies while addressing potential improvement opportunities through the 
marketing information acquired from social media. 
 
  85 
 
 
References 
Agnihotri, R., Dingus, R., Hu, M. Y., & Krush, M. T. (2016). Social Media: Influencing 
customer satisfaction in B2B sales. Industrial Marketing Management, 53(1), 
172-180. doi:10.1016/j.indmarman.2015.09.003 
Ahmad, K., & Zabri, S. M. (2016). The effect of non-financial performance measurement 
system on firm performance. International Journal of Economics and Financial 
Issues, 6, 50-54. Retrieved from http://www.econjournals.com 
Alam, I. I. (2014). Moving beyond the stage gate models for service innovation: The 
trend and the future. International Journal of Economic Practices and Theories, 4, 
637-646. Retrieved from http://www.ijept.org/index.php/ijept 
Alegre, J., & Chiva, R. (2013). Linking entrepreneurial orientation and firm performance: 
the role of organizational learning capability and innovation performance. Journal 
of Small Business Management, 51, 491-507. doi:10.1111/jsbm.12005 
Alexander, D. E. (2014). Social media in disaster risk reduction and crisis 
management. Science and Engineering Ethics, 20(3), 717-733. 
doi:10.1007/s11948-013-9502-z 
Allameh, S. M., Khazaei Pool, J., Jaberi, A., Salehzadeh, R., & Asadi, H. (2015). Factors 
influencing sport tourists’ revisit intentions: The role and effect of destination 
image, perceived quality, perceived value and satisfaction. Asia Pacific Journal of 
Marketing and Logistics, 27, 191-207. doi:10.1108/APJML-12-2013-0159 
Allcott, H., & Gentzkow, M. (2017). Social media and fake news in the 2016 
election. Journal of Economic Perspectives, 31(2), 211-236. 
  86 
 
 
doi:10.1257/jep.31.2.211 
Altinay, L., Madanoglu, M., De Vita, G., Arasli, H., & Ekinci, Y. (2015). The interface 
between organizational learning capability, entrepreneurial orientation, and SME 
growth. Journal of Small Business Management, 54, 971-891. 
doi:10.1111/jsbm.12219 
Amisano, D. C. (2017). The relationship between ethical leadership and sustainability in 
small businesses (Doctoral dissertation). Available from Walden University, 
ProQuest Dissertations and Theses database. (ProQuest No. 10256296)  
Andersson, G. (2015). Resisting organizational change. International Journal of 
Advanced Corporate Learning, 8, 48-51. doi:10.3991/ijac.v8i1.4432 
Appelman, A., & Sundar, S. S. (2016). Measuring message credibility: Construction and 
validation of an exclusive scale. Journalism & Mass Communication 
Quarterly, 93, 59-79. doi:10.1177/1077699015606057 
Arnett, D. B., & Wittmann, C. M. (2014). Improving marketing success: The role of tacit 
knowledge exchange between sales and marketing. Journal of Business 
Research, 67, 324-331. doi:10.1016/j.jbusres.2013.01.018 
Arnold, M. (2017). Fostering sustainability by linking co-creation and relationship 
management concepts. Journal of Cleaner Production, 140, 179-188. 
doi:10.1016/j.jclepro.2015.03.059 
Barakat, H. J., Shatnawi, H. A., & Ismail, S. T. (2016). The role of marketing information 
systems in reducing the effects of the international financial crisis: A study 
applied on the banks working in the Kingdom of Saudi Arabia from Islamic 
  87 
 
 
perspective. International Journal of Marketing Studies, 8, 181-190. 
doi:10.5539/ijms.v8n1p181 
Bayarçelik, E. B., Taşel, F., & Apak, S. (2014). A research on determining innovation 
factors for SMEs. Procedia - Social and Behavioral Sciences, 150, 202-211. 
doi:10.1016/j.sbspro.2014.09.032 
Bear, M. (2015). Survival of the fittest: Using social media to thrive in the 21st 
century. Journal of Brand Strategy, 4, 106-113. Retrieved from 
http://www.henrystewartpublications.com 
Boateng, H. (2014). Customer knowledge management practices on a social media 
platform: A case study of MTN Ghana and Vodafone Ghana. Information 
Development, 32, 440-451. doi:10.1177/0266666914554723 
Boaz, A., Baeza, J., & Fraser, A. (2016). Does the ‘diffusion of innovations’ model 
enrich understanding of research use? Case studies of the implementation of 
thrombolysis services for stroke. Journal of Health Services Research & Policy, 
21, 229-234. doi:10.1177/1355819616639068 
Bocken, N. M., de Pauw, I., Bakker, C., & van der Grinten, B. (2016). Product design 
and business model strategies for a circular economy. Journal of Industrial and 
Production Engineering, 33, 308-320. doi:10.1080/21681015.2016.1172124 
Boden, T. A., Marland, G., & Andres, R. J. (2015). Global, Regional, and National 
Fossil-Fuel CO2 Emissions. Carbon Dioxide Information Analysis Center, Oak 
Ridge National Laboratory, U.S. Department of Energy. 
doi:10.3334/cdiac/00001_V2015. 
  88 
 
 
Cândido, C. J., & Santos, S. P. (2015). Strategy implementation: What is the failure 
rate?. Journal of Management & Organization, 21, 237-262. 
doi:10.1017/jmo.2014.77  
Caruth, G. D. (2013). Demystifying mixed methods research design: A review of the 
literature. Mevlana International Journal of Education, 3(2), 112-122. 
doi:10.13054/mije.13.35.3.2 
Chamberlain, M., Esquivel, J., Miller, F., & Patmore, J. (2015). BT's adoption of 
customer centric design. Applied ergonomics, 46, 279-283. 
doi:10.1016/j.apergo.2013.03.009 
Chen, R. J. (2015). From sustainability to customer loyalty: A case of full service hotels’ 
guests. Journal of Retailing and Consumer Services, 22, 261-265. 
doi:10.1016/j.jretconser.2014.08.007 
China Internet Network Information Center. (2016). China internet retailing market 
research report 2015. Retrieved from 
http://www.cnnic.cn/hlwfzyj/hlwxzbg/dzswbg/201606/P02016072152697563227
3.pdf 
Christensen, C. M., Bartman, T., & Van Bever, D. (2016). The hard truth about business 
model innovation. MIT Sloan Management Review, 58, 31-40. Retrieved from 
http://sloanreview.mit.edu/ 
Chua, A. Y., & Banerjee, S. (2013). Customer knowledge management via social media: 
the case of Starbucks. Journal of Knowledge Management, 17, 237-249. 
doi:10.1108/13673271311315196 
  89 
 
 
Chuang, C. H., Jackson, S. E., & Jiang, Y. (2016). Can knowledge-intensive teamwork be 
managed? Examining the roles of HRM systems, leadership, and tacit 
knowledge. Journal of management, 42, 524-554. 
doi:10.1177/0149206313478189 
Coggio, G. L. (2015). Technical communicators as agents and adopters of change: A case 
study of the implementation of an early content-management system. IEEE 
Transactions on Professional Communication, 58, 271-288. 
doi:10.1109/tpc.2016.2516618 
Coleman, S., Göb, R., Manco, G., Pievatolo, A., Tort‐Martorell, X., & Reis, M. S. (2016). 
How can SMEs benefit from big data? Challenges and a path forward. Quality 
and Reliability Engineering International, 32, 2151-2164. doi:10.1002/qre.2008 
Cucculelli, M., & Bettinelli, C. (2015). Business models, intangibles and firm 
performance: evidence on corporate entrepreneurship from Italian manufacturing 
SMEs. Small Business Economics, 45, 329-350. doi:10.1007/s11187-015-9631-7 
Davidow, M. (2015). Just follow the yellow brick road: A manager's guide to 
implementing value creation in your organization. Journal of Creating Value, 1, 
23-32. doi:10.1177/2394964315569634 
Davis, R., Piven, I., & Breazeale, M. (2014). Conceptualizing the brand in social media 
Southern China: The five sources model. Journal of Retailing and Consumer 
Services, 21, 468-481. doi:10.1016/j.jretconser.2014.03.006 
Deloitte. (2016). China e-retail market report 2016. Retrieved from 
https://www2.deloitte.com/cn/en/pages/consumer-industrial-products/articles/cip-
  90 
 
 
china-online-retail-market-report-2016.html 
Desmarchelier, B., & Fang, E. S. (2016). National culture and innovation diffusion. 
Exploratory insights from agent-based modeling. Technological Forecasting and 
Social Change, 105, 121-128. doi:10.1016/j.techfore.2016.01.018 
Donnelly, C., Simmons, G., Armstrong, G., & Fearne, A. (2015). Digital loyalty card ‘big 
data’and small business marketing: Formal versus informal or 
complementary?. International Small Business Journal, 33, 422-442. 
doi:10.1177/0266242613502691 
Dost, F., & Geiger, I. (2017). Value-based pricing in competitive situations with the help 
of multi-product price response maps. Journal of Business Research, 76, 219-236. 
doi:10.1016/j.jbusres.2017.01.004 
Eccles, R. G., Ioannou, I., & Serafeim, G. (2014). The impact of corporate sustainability 
on organizational processes and performance. Management Science, 60, 2835-
2857. doi:10.1287/mnsc.2014.1984 
Ecommerce Foundation. (2015). Global B2C e-commerce report 2015. Retrieved from 
http://www.ecommercefoundation.org 
Elo, S., Kaariainen, M., Kanste, O., Polkki, T., Utriainen, K., & Kyngas, H. (2014). 
Qualitative content analysis: A focus on trustworthiness. SAGE Open, 4, 1-10. 
doi:10.1177/2158244014522633 
Esbenshade, J., Vidal, M., Fascilla, G., & Ono, M. (2016). Customer-driven management 
models for choiceless clientele? Business process reengineering in a California 
welfare agency. Work, employment and society, 30, 77-96. 
  91 
 
 
doi:10.1177/0950017015604109 
European Commission. (2014). Six perspectives on retail innovation: Expert Group on 
retail sector innovation [PDF file]. European Union. Retrieved 
from www.ec.europa.eu/research/innovation-
union/pdf/Six_perspectives_on_Retail_Innovation_EG_on%Retail_Sector_Innov
ation_web.pdf 
Evanschitzky, H., Iyer, G. R., Pillai, K. G., Kenning, P., & Schütte, R. (2015). Consumer 
trial, continuous use, and economic benefits of a retail service innovation: The 
case of the personal shopping assistant. Journal of Product Innovation 
Management, 32, 459-475. doi:10.1111/jpim.12241  
Favato, G., & Vecchiato, R. (2016). Embedding real options in scenario planning: A new 
methodological approach. Technological Forecasting and Social Change. 
doi:10.1016/j.techfore.2016.05.016 
Flanagin, A. J., Metzger, M. J., Pure, R., Markov, A., & Hartsell, E. (2014). Mitigating 
risk in ecommerce transactions: perceptions of information credibility and the role 
of user-generated ratings in product quality and purchase intention. Electronic 
Commerce Research, 14, 1-23. doi:10.1007/s10660-014-9139-2 
Fusch, P. I., & Ness, L. R. (2015). Are we there yet? Data saturation in qualitative 
research. The Qualitative Report, 20, 1408-1416. Retrieved from 
http://nsuworks.nova.edu/tqr/vol20/iss9/3 
Galvin, R. (2014). How many interviews are enough? Do qualitative interviews in 
building energy consumption research produce reliable knowledge? Journal of 
  92 
 
 
Building Engineering 1, 2-12. doi:10.1016/j.jobe.2014.12.001 
Gartner. (2015). Survey analysis: Practical challenges mount as big data moves to 
mainstream. Stamford, CT: Gartner. 
Grace, D., & Lo Iacono, J. (2015). Value creation: An internal customers’ 
perspective. Journal of Services Marketing, 29, 560-570. doi:10.1108/jsm-09-
2014-0311 
Groeneveld, S., Tummers, L., Bronkhorst, B., Ashikali, T., & van Thiel, S. (2015). 
Quantitative methods in public administration: Their use and development 
through time. International Public Management Journal, 18, 61-86. 
doi:10.1080/10967494.2014.972484 
Grossoehme, D. H. (2014). Research methodology overview of qualitative 
research. Journal of health care chaplaincy, 20(3), 109-122. 
doi:10.1080/08854726.2014.925660 
Gyarmathy, V. A., Johnston, L. G., Caplinskiene, I., Caplinskas, S., & Latkin, C. A. 
(2014). A simulative comparison of respondent driven sampling with incentivized 
snowball sampling-The “strudel effect”. Drug and alcohol dependence, 135, 71-
77. doi:10.1016/j.drugalcdep.2013.11.020 
Hallstedt, S. I., Thompson, A. W., & Lindahl, P. (2013). Key elements for implementing 
a strategic sustainability perspective in the product innovation process. Journal of 
Cleaner Production, 51, 277-288. doi:10.1016/j.jclepro.2013.01.043 
Hamari, J., Sjöklint, M., & Ukkonen, A. (2015). The sharing economy: Why people 
participate in collaborative consumption. Journal of the Association for 
  93 
 
 
Information Science and Technology, 67, 2047-2059. doi:10.1002/asi.23552 
Hamel, M., Lantos, J., & Spertus, J. (2014). The concept of risk in comparative-
effectiveness research. New England Journal of Medicine, 371, 2129-2130. 
doi:10.1056/nejmhle1413301 
Hancock, D., & Algozzine, B. (2017). Doing case study research: A practical guide for 
beginning researchers (3rd ed.). New York, NY: Teachers College Press. 
Hays, D. G., Wood, C., Dahl, H., & Kirk‐Jenkins, A. (2016). Methodological rigor in 
Journal of Counseling & Development qualitative research articles: A 15‐year 
review. Journal of Counseling & Development, 94, 172-183. 
doi:10.1002/jcad.12074 
He, W., Wu, H., Yan, G., Akula, V., & Shen, J. (2015). A novel social media competitive 
analytics framework with sentiment benchmarks. Information & Management, 52, 
801-812. doi:10.1016/j.im.2015.04.006 
Heidenreich, S., & Handrich, M. (2015). Adoption of technology-based services: The 
role of customers’ willingness to co-create. Journal of Service Management, 26, 
44-71. doi:10.1108/JOSM-03-2014-0079 
Heinonen, K. (2014). Multiple perspectives on customer relationships. International 
Journal of Bank Marketing, 32, 450-456. doi:10.1108/ijbm-06-2014-0086 
Henriksen, R. C., Polonyi, M. A., Bornsheuer-Boswell, J. N., Greger, R. G., & Watts, R. 
E. (2015). Counseling students' perceptions of religious/spiritual counseling 
training: A qualitative study. Journal of Counseling & Development, 93, 59-69. 
doi:10.1002/j.1556-6676.00181.x. 
  94 
 
 
Hinterhuber, A., & Liozu, S. M. (2014). Is innovation in pricing your next source of 
competitive advantage? Business Horizons, 57, 413-423. 
doi:10.1016/j.bushor.2014.01.002 
Hong Kong Productivity Council. (2016). Research on Big Data Adoption in Hong Kong 
Retail Sector [PDF file]. Retrieved from 
http://www.hkpc.org/images/stories/Industry_suport_service/Lastest_News/2016/
Report_-
_Research_on_Big_Data_Adoption_in_Hong_Kong_Retail_Sector_vf.pdf 
Houghton, C., Casey, D., Shaw, D., & Murphy, K. (2013). Rigour in qualitative case-
study research. Nurse Researcher, 20(4), 12-17. 
doi:10.7748/nr2013.03.20.4.12.e326 
Huang, J. (2016). The challenge of multicultural management in global 
projects. Procedia - Social and Behavioral Sciences, 226, 75-81. 
doi:10.1016/j.sbspro.2016.06.164 
Hudson, S., Huang, L., Roth, M. S., & Madden, T. J. (2016). The influence of social 
media interactions on consumer–brand relationships: A three-country study of 
brand perceptions and marketing behaviors. International Journal of Research in 
Marketing, 33, 27-41. doi:10.1016/j.ijresmar.2015.06.004 
Hudson, S., Roth, M. S., Madden, T. J., & Hudson, R. (2015). The effects of social media 
on emotions, brand relationship quality, and word of mouth: An empirical study 
of music festival attendees. Tourism Management, 47, 68-76. 
doi:10.1016/j.tourman.2014.09.001 
  95 
 
 
IBM Institute for Business Value. (2015). China Retail Analytic [PDF file]. Retrieved 
from http://www-935.ibm.com/services/multimedia/China_retail_analytic.pdf 
Jang, Y. T., Chang, S. E., & Chen, P. A. (2013). Exploring social networking sites for 
facilitating multi-channel retailing. Multimedia Tools and Applications, 74, 159-
178. doi:10.1007/s11042-013-1430-z 
Jani, D., & Han, H. (2014). Personality, satisfaction, image, ambience, and loyalty: 
Testing their relationships in the hotel industry. International Journal of 
Hospitality Management, 37, 11-20. doi:10.1016/j.ijhm.2013.10.007 
Kathan, W., Matzler, K., & Veider, V. (2016). The sharing economy: Your business 
model's friend or foe?. Business Horizons. 59, 663-672. 
doi:10.1016/j.bushor.2016.06.006 
Kazemi, A. (2014). The impact of positive word-of-mouth on store brand purchase 
intention with mediated effect of store image and perceived risk towards 
SBs. Journal of Accounting & Marketing, 3, 1-6. doi:10.4172/2168-9601.1000115 
Khanagha, S., Volberda, H., & Oshri, I. (2017). Customer co-creation and exploration of 
emerging technologies: the mediating role of managerial attention and 
initiatives. Long Range Planning, 50, 221-242. doi:10.1016/j.lrp.2015.12.019 
Kim, J. Y., Natter, M., & Spann, M. (2014). Sampling, discounts or pay-what-you-want: 
Two field experiments. International Journal of Research in Marketing, 31, 327-
334. doi:10.1016/j.ijresmar.2014.03.005 
Kim, K., Park, J., & Kim, J. (2014). Consumer-brand relationship quality: When and how 
it helps brand extensions. Journal of Business Research, 67, 591-597. 
  96 
 
 
doi:10.1016/j.jbusres.2013.03.001 
Kohli, C., Suri, R., & Kapoor, A. (2015). Will social media kill branding? Business 
Horizons, 58, 35-44. doi:10.1016/j.bushor.2014.08.004 
Komodromos, M. (2014). A study of PR practitioners' use of social media tools in Cyprus. 
Journal of Developmental Entrepreneurship, 19, 1450011. 
doi:10.1142/S1084946714500113 
Konuş, U., Neslin, S. A., & Verhoef, P. C. (2014). The effect of search channel 
elimination on purchase incidence, order size and channel choice. International 
Journal of Research in Marketing, 31, 49-64. doi:10.1016/j.ijresmar.2013.07.008 
Kozlenkova, I. V., Hult, G. T., Lund, D. J., Mena, J. A., & Kekec, P. (2015). The role of 
marketing channels in supply chain management. Journal of Retailing, 91, 586-
609. doi:10.1016/j.jretai.2015.03.003 0022-4359 
Kukar-Kinney, M., & Carlson, J. R. (2015). A fresh look at consumers' discounting of 
discounts in online and bricks-and-mortar shopping contexts. International 
Journal of Research in Marketing, 32, 442-444. 
doi:10.1016/j.ijresmar.2015.09.001 
Kunter, M. (2015). Exploring the pay-what-you-want payment motivation. Journal of 
Business Research, 68, 2347-2357. doi:10.1016/j.jbusres.2015.03.044 
Kurnia, S., Choudrie, J., Mahbubur, R. M., & Alzougool, B. (2015). E-commerce 
technology adoption: A Malaysian grocery SME retail sector study. Journal of 
Business Research, 68, 1906-1918. doi:10.1016/j.jbusres.2014.12.010 
Lacoste, S. (2016). Sustainable value co-creation in business networks. Industrial 
  97 
 
 
Marketing Management, 52, 151-162. doi:10.1016/j.indmarman.2015.05.018 
Lam, S. K., Sleep, S., Hennig-Thurau, T., Sridhar, S., & Saboo, A. R. (2017). Leveraging 
frontline employees’ small data and firm-level big data in frontline management: 
An absorptive capacity perspective. Journal of Service Research, 20, 12-28. 
doi:10.1177/1094670516679271 
Lee, M. R., Yen, D. C., & Hsiao, C. Y. (2014). Understanding the perceived Southern 
China value of Facebook users. Computers in Human Behavior, 35, 350-358. 
doi:10.1016/j.chb.2014.03.018 
Leonidou, L. C., Christodoulides, P., Kyrgidou, L. P., & Palihawadana, D. (2017). 
Internal drivers and performance consequences of small firm green business 
strategy: The moderating role of external forces. Journal of business ethics, 14, 
585-606. doi:10.1007/s10551-015-2670-9 
Li, Y., & Sun, J. M. (2015). Traditional Chinese leadership and employee voice behavior: 
A cross-level examination. The Leadership Quarterly, 26, 172-189. 
doi:10.1016/j.leaqua.2014.08.001 
Liao, Y. W., Wang, Y. S., & Yeh, C. H. (2014). Exploring the relationship between 
intentional and behavioral loyalty in the context of e-tailing. Internet Research, 24, 
668-686. doi:10.1108/IntR-08-2013-0181 
Lin, Y., & Wu, L. Y. (2014). Exploring the role of dynamic capabilities in firm 
performance under the resource-based view framework. Journal of Business 
Research, 67, 407-413. doi:10.1016/j.jbusres.2012.12.019 
Liozu, S. M., & Hinterhuber, A. (2013). Pricing orientation, pricing capabilities, and firm 
  98 
 
 
performance. Management Decision, 51, 594-614. 
doi:10.1108/00251741311309670 
Liu, W., Guillet, B. D., Xiao, Q., & Law, R. (2014). Globalization or localization of 
consumer preferences: The case of hotel room booking. Tourism Management, 41, 
148-157. doi:10.1016/j.tourman.2013.09.004 
Liu, Y., Li, H., Peng, G., Lv, B., & Zhang, C. (2013). Online purchaser segmentation and 
promotion strategy selection: evidence from Chinese E-commerce market. Annals 
of Operations Research, 233, 263-279. doi:10.1007/s10479-013-1443-z 
Lourenço, I. C., Callen, J. L., Branco, M. C., & Curto, J. D. (2014). The value relevance 
of reputation for sustainability leadership. Journal of Business Ethics, 119, 17-28. 
doi:10.1007/s10551-012-1617-7 
Malhotra, A., & Van Alstyne, M. (2014). The dark side of the sharing economy… and 
how to lighten it. Communications of the ACM, 57(11), 24-27. 
doi:10.1145/2668893 
Malthouse, E. C., Haenlein, M., Skiera, B., Wege, E., & Zhang, M. (2013). Managing 
customer relationships in the social media era: Introducing the social CRM house. 
Journal of Interactive Marketing, 27, 270-280. doi:10.1016/j.intmar.2013.09.008 
Manca, S., & Ranieri, M. (2016a). Facebook and the others. Potentials and obstacles of 
social media for teaching in higher education. Computers & Education, 95, 216-
230. doi:10.1016/j.compedu.2016.01.012 
Manca, S., & Ranieri, M. (2016b). Is Facebook still a suitable technology-enhanced 
learning environment? An updated critical review of the literature from 2012 to 
  99 
 
 
2015. Journal of Computer Assisted Learning, 32, 503-528. 
doi:10.1111/jcal.12154 
Marshall, C., & Rossman, G. (2016). Designing qualitative research (6th ed.). Thousand 
Oaks, CA: Sage. 
Martini, A., Massa, S., & Testa, S. (2014). Customer co-creation projects and social 
media: The case of Barilla of Italy. Business Horizons, 57, 425-434. 
doi:10.1016/j.bushor.2014.02.003 
Mattsson, J., & Orfila‐Sintes, F. (2014). Hotel innovation and its effect on business 
performance. International Journal of Tourism Research, 16, 388-398. 
doi:10.1002/jtr.1933 
Mickelsson, K. J. (2013). Customer activity in service. Journal of Service 
Management, 24, 534-552. doi:10.1108/josm-04-2013-0095 
Ming, C., & Yazdanifard, R. (2014). How social media marketing can influence the 
profitability of an online company from a consumer point of view. Journal of 
Research in Marketing, 2, 157-160. doi:10.17722/jorm.v2i2.55 
Ministry of Commerce of the People’s Republic of China. (2015). The status of cross-
border e-commerce and future development. Retrieved from 
http://history.mofcom.gov.cn 
Ministry of Commerce of the People’s Republic of China. (2017). Research Report on 
retailing market. Retrieved from 
http://images.mofcom.gov.cn/www/201707/20170703104141651.pdf 
Mirzaei, A., Baumann, C., Johnson, L. W., & Gray, D. (2016). The impact of brand 
  100 
 
 
health on customer equity. Journal of Retailing and Consumer Services, 33, 8-16. 
doi:10.1016/j.jretconser.2016.07.001 
Moreira, A. C., Fortes, N., & Santiago, R. (2017). Influence of sensory stimuli on brand 
experience, brand equity and purchase intention. Journal of Business Economics 
and Management, 18, 68-83. doi:10.3846/16111699.2016.1252793 
Morse, J. M. (2015). Critical analysis of strategies for determining rigor in qualitative 
inquiry. Qualitative Health Research, 25, 1212-1222. 
doi:10.1177/1049732315588501 
Morse, W. C., Lowery, D. R., & Steury, T. (2014). Exploring saturation of themes and 
spatial locations in qualitative public participation geographic information 
systems research. Society & Natural Resources, 27, 557-571. 
doi:10.1080/08941920.2014.888791 
Mukerjee, K. (2013). Customer-oriented organizations: A framework for 
innovation. Journal of Business Strategy, 34(3), 49-56. doi:10.1108/jbs-jun-2012-
0013 
National bureau of statistics of the People’s Republic of China. (2017a). Interim 
Measures for Statistical Definitions of Large, Medium and Small Enterprises. 
Retrieved from 
http://www.stats.gov.cn/tjsj/tjbz/201801/t20180103_1569357.html 
National bureau of statistics of the People’s Republic of China. (2017b). Wholesale and 
retail. Retrieved from 
http://data.stats.gov.cn/english/easyquery.htm?cn=C01&zb=A0I0503&sj=2015 
  101 
 
 
Nelson, A., Earle, A., Howard-Grenville, J., Haack, J., & Young, D. (2014). Do 
innovation measures actually measure innovation? Obliteration, symbolic 
adoption, and other finicky challenges in tracking innovation diffusion. Research 
Policy, 43, 927-940. doi:10.1016/j.respol.2014.01.010  
Nepomuceno, M. V., Laroche, M., & Richard, M. O. (2014). How to reduce perceived 
risk when buying online: The interactions between intangibility, product 
knowledge, brand familiarity, privacy and security concerns. Journal of Retailing 
and Consumer Services, 21, 619-629. doi:10.1016/j.jretconser.2013.11.006 
Ngai, E. W., Moon, K. L. K., Lam, S. S., Chin, E. S., & Tao, S. S. (2015). Social media 
models, technologies, and applications: an academic review and case 
study. Industrial Management & Data Systems, 115, 769-802. 
doi:10.1108/IMDS-03-2015-0075 
Nguyen, B., Yu, X., Melewar, T. C., & Chen, J. (2015). Brand innovation and social 
media: Knowledge acquisition from social media, market orientation, and the 
moderating role of social media strategic capability. Industrial Marketing 
Management, 51, 11-25. doi:10.1016/j.indmarman.2015.04.017 
Okazaki, S., Díaz-Martín, A. M., Rozano, M., & Menéndez-Benito, H. D. (2015). Using 
Twitter to engage with customers: A data mining approach. Internet Research, 25, 
416-434. doi:10.1108/IntR-11-2013-0249 
Oliveira, M. G., & Toaldo, A. M. M. (2015). New times, new strategies: Proposal for an 
additional dimension to the 4 P’S for e-commerce dot-com. Journal of 
Information Systems and Technology Management, 12, 107-124. 
  102 
 
 
doi:10.4301/s1807-17752015000100006 
Osakwe, C. N. (2016). Crafting an effective brand oriented strategic framework for 
growth-aspiring small businesses: A conceptual study. The Qualitative Report, 21, 
163-177. Retrieved from http://nsuworks.nova.edu/tqr 
Palinkas, L. A., Horwitz, S. M., Green, C. A., Wisdom, J. P., Duan, N., & Hoagwood, K. 
(2015). Purposeful sampling for qualitative data collection and analysis in mixed 
method implementation research. Administration and Policy in Mental Health and 
Mental Health Services Research, 42, 533-544. doi:10.1007/s10488-013-0528-y 
Panahi, S., Watson, J., & Partridge, H. (2016). Conceptualising social media support for 
tacit knowledge sharing: Physicians’ perspectives and experiences. Journal of 
Knowledge Management, 20, 344-363. doi:10.1108/jkm-06-2015-0229 
Pappas, I. O., Pateli, A. G., Giannakos, M. N., & Chrissikopoulos, V. (2014). Moderating 
effects of online shopping experience on customer satisfaction and repurchase 
intentions. International Journal of Retail & Distribution Management, 42, 187-
204. doi:10.1108/IJRDM-03-2012-0034 
Pietkiewicz, I., & Smith, J. A. (2014). A practical guide to using interpretative 
phenomenological analysis in qualitative research psychology. Czasopismo 
Psychologiczne Psychological Journal, 20, 7-14. doi:10.14691/cppj.20.1.7 
Plouffe, C. R., Bolander, W., Cote, J. A., & Hochstein, B. (2016). Does the customer 
matter most? Exploring strategic frontline employees’ influence of customers, the 
internal business team, and external business partners. Journal of Marketing, 80, 
106-123. doi:10.1509/jm.14.0192 
  103 
 
 
Pollack, J., & Pollack, R. (2014). Using Kotter’s Eight stage process to manage an 
Organizational change program: Presentation and practice. Systemic Practice and 
Action Research, 28, 51-66. doi:10.1007/s11213-014-9317-0 
Ramanathan, U., Subramanian, N., & Parrott, G. (2017). Role of social media in retail 
network operations and marketing to enhance customer satisfaction. International 
Journal of Operations & Production Management, 37, 105-123. 
doi:10.1108/ijopm-03-2015-0153 
Reilly, A. H., & Hynan, K. A. (2014). Corporate communication, sustainability, and 
social media: It's not easy (really) being green. Business Horizons, 57, 747-758. 
doi:10.1016/j.bushor.2014.07.008 
Reim, W., Parida, V., & Ö rtqvist, D. (2015). Product-Service Systems (PSS) business 
models and tactics-a systematic literature review. Journal of Cleaner 
Production, 97, 61-75. doi:10.1016/j.jclepro.2014.07.003 
Reynolds, J., & Hristov, L. (2015). Perceptions and practices of innovation in retailing: 
Challenges of definition and measurement. International Journal of Retail and 
Distribution Management, 42, 126-147. doi:10.1108/IJRDM-09-2012-0079 
Rezaei, S., & Ismail, W. K. W. (2014). Examining online channel selection behaviour 
among social media shoppers: a PLS analysis. International Journal of Electronic 
Marketing and Retailing, 6, 28-51. doi:10.1504/ijemr.2014.064876 
Rigby, D., & Bilodeau, B. (2015). Management tools & trends 2015 [PDF file]. Bain & 
Company. Retrieved from 
www.bain.com/Images/brain_guide_management_tools_2015_executives_guide.
  104 
 
 
pdf. 
Ritchie, J., Lewis, J., Nicholls, C. M., & Ormston, R. (Eds.). (2013). Qualitative research 
practice: A guide for social science students and researchers. Thousand Oaks, 
CA: Sage. 
Rodríguez-Hoyos, C., Haya Salm_on, I., & Fern_andez-Díaz, E. (2015). Research on 
SNS and education: the state of the art and its challenges. Australasian Journal of 
Educational Technology, 31, 100-111. doi:10.14742/ajet.995 
Rogers, E. M., & Olaguera, N. S. (2003). Diffusion of innovations (5th ed.). New York, 
NY: Simon & Schuster Adult. 
Rosenbaum, M. S., Otalora, M. L., & Ramírez, G. C. (2017). How to create a realistic 
customer journey map. Business Horizons, 60, 143-150. 
doi:10.1016/j.bushor.2016.09.010 
Rutten, M., Ros, A., Kuijpers, M., & Kreijns, K. (2016). Usefulness of social network 
sites for adolescents' development of online career skills. Journal of Educational 
Technology & Society, 19, 140-150. Retrieved from http://www.ifets.info/ 
Scandelius, C., & Cohen, G. (2016). Sustainability program brands: Platforms for 
collaboration and co-creation. Industrial Marketing Management, 57, 166-176. 
doi:10.1016/j.indmarman.2016.02.001 
Schivinski, B., & Dabrowski, D. (2016). The effect of social media communication on 
consumer perceptions of brands. Journal of Marketing Communications, 22(2), 
189-214. doi:10.1080/13527266.2013.871323 
Schlagwein, D., & Hu, M. (2016). How and why organizations use social media: five use 
  105 
 
 
types and their relation to absorptive capacity. Journal of Information Technology, 
31(121), 1-28. doi:10.1057/jit.2016.7 
Schoenherr, T., Griffith, D. A., & Chandra, A. (2014). Knowledge management in supply 
chains: The role of explicit and tacit knowledge. Journal of Business Logistics. 35, 
121-135. doi:10.1111/jbl.12042 
Schons, L. M., Rese, M., Wieseke, J., Rasmussen, W., Weber, D., & Strotmann, W. C. 
(2014). There is nothing permanent except change—Analyzing individual price 
dynamics in “pay-what-you-want” situations. Marketing Letters, 25, 25-36. 
doi:10.1007/s11002-013-9237-2 
Sheng, M. L., Hartmann, N. N., Chen, Q., & Chen, I. (2015). The synergetic effect of 
multinational corporation management's social cognitive capability on tacit-
knowledge management: Product innovation ability insights from Asia. Journal of 
International Marketing, 23(2), 94-110. doi:10.1509/jim.14.0094 
Siahtiri, V., O'Cass, A., & Ngo, L. V. (2014). Exploring the roles of marketing and 
selling capabilities in delivering critical customer-centric performance and brand 
performance outcomes for B2B firms. Journal of Strategic Marketing, 22, 379-
395. doi:10.1080/0965254X.2013.876083 
Sigala, M., & Chalkiti, K. (2015). Knowledge management, social media and employee 
creativity. International Journal of Hospitality Management, 45, 44-58. 
doi:10.1016/j.ijhm.2014.11.003 
Simon, A., Bartle, C., Stockport, G., Smith, B., Klobas, J. E., & Sohal, A. (2015). 
Business leaders’ views on the importance of strategic and dynamic capabilities 
  106 
 
 
for successful financial and non-financial business performance. International 
Journal of Productivity and Performance Management, 64, 908-931. 
doi:10.1108/IJPPM-05-2014-0078 
Siu, N. Y. M., Siu, N. Y. M., Kwan, H. Y., Kwan, H. Y., Zeng, C. Y., & Zeng, C. Y. 
(2016). The role of brand equity and face saving in Chinese luxury 
consumption. Journal of Consumer Marketing, 33, 245-256. doi:10.1108/JCM-
08-2014-1116 
Spencer, D. C. (2013). Sensing violence: An ethnography of mixed martial arts. 
Ethnography, 15, 232-254. doi:10.1177/1466138112471108 
Stanyon, M. R., Griffiths, A., Thomas, S. A., & Gordon, A. L. (2016). The facilitators of 
communication with people with dementia in a care setting: an interview study 
with healthcare workers. Age and ageing, 45, 164-170. 
doi:10.1093/ageing/afv161 
State Information Center. (2017). Report on the development of the sharing economy in 
China 2017. Retrieved from www.sic.gov.cn/News/250/7737.htm 
Storey, C., Cankurtaran, P., Papastathopoulou, P., & Hultink, E. J. (2015). Success 
factors for service innovation: A meta-analysis. Journal of Product Innovation 
Management, 33, 527-548. doi:10.1111/jpim.12307  
Taboli, H., & Rezaeian, M. R. (2016). Examining the effect of transformational 
leadership method on organizational learning according to organizational 
forgetting moderator in Astara custom organization. Mediterranean Journal of 
Social Sciences, 7, 160. doi:10.5901/mjss.2016.v7n4s1p160 
  107 
 
 
Tang, T., Fang, E., & Wang, F. (2014). Is neutral really neutral? The effects of neutral 
user-generated content on product sales. Journal of Marketing, 78(4), 41-58. 
doi:10.1509/jm.13.0301 
Tobias, R. M. (2015). Why do so many organizational change efforts fail? The Public 
Manager, 44, 35-36. Retrieved from 
https://www.td.org/Publications/Magazines/The-Public-Manager 
Trainor, K. J., Andzulis, J. M., Rapp, A., & Agnihotri, R. (2014). Social media 
technology usage and customer relationship performance: A capabilities-based 
examination of social CRM. Journal of Business Research, 67, 1201-1208. 
doi:10.1016/j.jbusres.2013.05.002 
Tseng, S. M., & Wu, P. H. (2014). The impact of customer knowledge and customer 
relationship management on service quality. International Journal of Quality and 
Service Sciences, 6, 77-96. doi:10.1108/ijqss-08-2012-0014 
U.S. Department of Health & Human Service (HHS). (1979). The Belmont Report. 
Retrieved from http://www.hhs.gov/ohrp/regulations-and-policy/belmont-
report/index.html 
United Nations (2015). Global sustainable development report [PDF file]. Retrieved from 
http://sustainabledevelopment.un.org/content/documents/1758GSDR 2015 
Advance Unedited Version.pdf  
Wang, C. Y., Wu, L. W., Lin, C. Y., & Chen, R. J. (2017). Purchase Intention toward the 
Extension and Parent Brand: The Role of Brand Commitment. Journal of 
Economics and Management, 13, 83-103. Retrieved from http://www.jem.org.tw/ 
  108 
 
 
Wejnert, B. (2002). Integrating models of diffusion of innovations: A conceptual 
framework. Annual review of sociology, 28, 297-326. 
doi:10.1146/annurev.soc.28.110601.141051 
Williams, O. F. (2014). CSR: Will it change the world? Journal of Corporate Citizenship, 
53, 9-26. doi:10.9774/gleaf.4700.2014.ma.00004 
Willig, C. (2013). Introducing qualitative research in psychology (3rd ed.). Berkshire, 
UK: McGraw-Hill. 
Worley, C. G., & Mohrman, S. A. (2014). Is change management obsolete?. 
Organizational Dynamics, 43, 214-224. doi:10.1016/j.orgdyn.2014.08.008 
Yang, D. H., & Gao, X. (2017). Online retailer recommender systems: a competitive 
analysis. International Journal of Production Research, 55, 4089-4109. 
doi:10.1080/00207543.2016.1253888 
Yin, R. K. (2014). Case study research: designs and methods (5th ed.). Thousand Oaks, 
CA: Sage. 
Zeng, X., Dasgupta, S., & Weinberg, C. B. (2016). The competitive implications of a 
“no-haggle” pricing strategy when others negotiate: Findings from a natural 
experiment. International Journal of Research in Marketing, 33, 907-923. 
doi:10.1016/j.jbusres.2016.04.005  
Zhan, L., Sun, Y., Wang, N., & Zhang, X. (2016). Understanding the influence of social 
media on people’s life satisfaction through two competing explanatory 
mechanisms. Aslib Journal of Information Management, 68. 347-361. 
doi:10.1108/ajim-12-2015-0195 
  109 
 
 
Zhang, M., Jin, B., Wang, G. A., Goh, T. N., & He, Z. (2016). A study of key success 
factors of service enterprises in China. Journal of Business Ethics, 134, 1-14. 
doi:10.1007/s10551-014-2074-2 
Zhang, X., Gao, Y., Yan, X., de Pablos, P. O., Sun, Y., & Cao, X. (2015). From e-
learning to social-learning: mapping development of studies on social media-
supported knowledge management. Computers in Human Behavior, 51, 803-811. 
doi:10.1016/j.chb.2014.11.084 
 
  110 
 
 
Appendix A: Interview Protocol 
An Overview of the Case Study 
1. The purpose of this qualitative multiple case study is to explore successful 
strategies that business leaders use to improve business performance with the 
marketing information acquired from social media in Southern China. 
2. The research question is: What successful customer-centric strategies do 
business leaders in Southern China use to improve business performance 
using the information acquired from social media? The interview question 
will consist of 7 open-ended questions to gain insights from business leaders 
in retail industry about their experiences in using customer-centric strategies 
to improve business performance with the marketing information acquired 
from social media in Southern China. 
3. The eligibility criteria for my study participants will include (a) business 
leaders with more than 3 years experience in improving business 
performance with the marketing information acquired from social media, (b) 
achieved significant improvement in revenue or profitability, (c) focused on 
the retail industry, and (d) businesses located in Southern China. 
4.  Location of Interview: The meetings will hold on the company site or by 
teleconference, depending on each participant’s schedule. 
5. Language: English, Mandarin, or Cantonese, depending on the interviewees’ 
preference. I will transcript the interview record in English.  
6. Duration: Approximately 60 minutes.  
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7. I will collect multiple sources of evidence including interview transcripts, 
official website, and social media sites such as WeChat, Taoboa, and JD.com. 
Data will be kept secure by password protection, data encryption, and use of 
codes in place of names. 
Data Collection Procedures  
1. Selecting participants 
Researcher will contact participants by email or phone about 
selection as participant. 
2. Setting time and place for interview 
Researcher will contact participants by email of phone to set time 
and place. 
3. Confirm the participant’s understanding: 
Thank you for your participation in my study. I am doctoral of 
business administration candidate at Walden University. The objective of my 
study is to explore successful customer-centric strategies that business 
leaders use to improve business performance with the marketing information 
acquired from social media in Southern China. I will go over the consent 
form, and I will appreciate you to sign the consent form devised to meet our 
human subject protection requirements. Please be reminded that you can 
withdraw from the interview at any time. I would like to thank you for your 
voluntary participation.  
4. Ask permission to record the interview:  
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With your permission, I would like to tape-record and note-taking 
our conversation to get a comprehensive record of your views. The record 
will be kept secure in a password protected encryption format. Only I will 
have access to the records. Only I have the authorization to listen to the 
record. The research results will describe what you and others have said in 
summary, and I will not disclose your and your organization’s name. The 
interview may last 45 to 75 minutes and additional time may be required as 
needed. To enhance the reliability and validity of the data collection 
instrument, I will use member checking. After the interview, I will write a 
two-page summary of the analysis of the data collected and emailed to you 
for input and feedback. Would you allow me to record the interview?  
5. Participants background: 
• Years of experience in the industry:__________ 
• Major role in your company:_________ 
• Major targeted business:__________ 
• Company size:_________ 
• Major targeted business location:_________ 
6. Begin interview from the first data collection question to the final question.  
7. Follow up with additional questions. 
8. Collect various sources of evidence:  
Would you please provide me archival records? Alternatively, would 
you find more convenient to provide me the record via e-mail? 
9. Recap contact information for follow-up questions. 
Data Collection Question 
1. How does your company acquire information from social 
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media to support customer-centric strategies for business 
performance improvement?  
8. How have you selected the information acquired from social media to 
support customer-centric strategies for business performance improvement? 
9. How does your company implement customer-centric strategies for business 
performance improvement with the marketing information acquired from 
social media? 
10. What are the major obstacles in implementing customer-centric strategies for 
business performance improvement with the marketing information acquired 
from social media? 
11. How have you addressed the major obstacles when implementing customer-
centric strategies for business performance improvement with the marketing 
information acquired from social media? 
12. What are the strategies you adopted to maximize the benefit of implementing 
customer-centric strategies for business performance improvement with the 
marketing information acquired from social media?  
13. What additional information would you like to share that may not have been 
addressed in the interview questions that relate to improving business 
performance using information from social media? 
A Guide for the Case Study Report 
1. How the attributes of innovations affect the strategies that business leaders 
use in the different stages of diffusion of innovation? 
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2. How the participants successfully addressed their major obstacles and 
maximized the use of information from social media in the different stages of 
diffusion of innovation?  
 
